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Rough Proofs 


Universal Pictures says it has 
developed such stars as ‘“delight- 
ful Deanna Durbin, lovely Maria 
Montez, sensational Yvonne De- 
Carlo, hilarious Abbott & Costello, 
and the list could go on and On.” 

As long as the adjectives hold 
out? 

. | 

Bing Crosby, who gets $5,000 
a week from Kraft Foods, is said 
to have cooked up a package deal 
with a price tag of $30,000 a week. 
Bing must think the CIO boys, 
who demanded a raise of 30%, are 
a bunch of pikers. 

, 3 ¥ 

“Future Highway Haulers to 
Use Two-Way Radio.” Headline 
in ADVERTISING AGE. 

Now it will be both possible 
and safe to talk back to a truck 
driver. 

+ F 

Advocates of a fair trade law 
for the District of Columbia, facing 
fierce opposition, have dropped 
their legislative program. They 
don’t want to run the risk of hav- 
ing the District secede from the 
Union, 

7 - 2 

The Chicago Tribune says union 
dues payers are traded around 
among the labor union tycoons 
“like a Coca-Cola bottling fran- 
chise.”’ 

Only the latter is a lot harder 
to get. 


_ ih - 

“Direct, persuasive vitamin 
copy usually means doggone pro- 
ductive advertising,’ asserts DPI. 

To get that. kind of advertising, 
you could even afford to feed the 
vitamins to the copywriter. 


+ FV FB 

A small-town agency says in- 
vitingly that “somewhere there is 
a young man, fortyish, with a 
preference for small town life.” 

The fortyish boys may now step 
forward, keeping their hats on to 
hide their bald spots. 

- aoe 

“Thoroughly experienced adver- 
lising man desires position with 
agency having a beer account.” 

With that kind of specialized 
interest, why not go direct to the 
brewery? 

¥, F ¥ 

Rube Norris, just named adver- 
Using sales manager of American 
Magazine, is the sort of rube who 
will be just as much at home on 
Park Avenue as in the bucolic 
“reas of Michigan Boulevard. 

=x =. 

Vith the return of G.I. husbands, 
actory wives are being recon- 
erted to housewives, remarks the 
lianapolis News. But the re- 
inversion won’t be successful un- 

the housewife is satisfied with 
iva’s paycheck. 
vgy¥ iy? 
‘adio editors have named “Fib- 
McGee and Mclly” the No. 1 
Namercial program. It’s a pretty 


).d guess, even without seeing 
sales records of Johnson’s 
vo X, 
vgwyY 


‘robably with the outdoor dis- 
ley problems of the exhibitors in 
nid, Universal’s Arabian Nights 
cture entitled “Sheherazade” will 
¢ shortened to “Shahrazad.” 
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| Let new PERK do al your work! 


EXTENDS DRIVE—Armour & Co. has 
| begun an extensive campaign in news- 
papers for Perk, its new granulated 
soap, following tests in Milwaukee and 


Toledo. 


Wrigley Drops War 
Baby ‘Orbit’, but 
Spearmint’s Coming 


Chicago, Jan. 30.—William Wrig- 
ley Jr. Company has_ stopped 
making and distributing Orbit— 
the wartime gum that sold well 
without a penny’s worth of Wrig- 
ley promotion—and will reintro- 
duce its prewar Wrigley Spearmint 
gum to civilians some time within 
the next eight weeks. 

Although the actual date for 
reappearance of the first Wrigley 
standard brands in 22 months has 
not been disclosed, the company 
has advised wholesalers that Jan- 
uary shipments of Orbit were their 
final supplies. They will be told 
Feb. 15 when they may expect the 
first shipments of Wrigley Spear- 
mint gum. 


Continuous Heavy Promotion 


Some time after that, Philip K. 
Wrigle;, chairman, presumably 
will tell the company’s more than 
800,000 retail outlets—in one of 
his personally-signed letters that 

(Continued on Page 57) 


Agency man hooks 
prize catch. See ‘Get- 


ting Personal,’ Page 34.) 
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Ad-libbing 12 | 


Votes Larger Budget; 
Totals 160 Members; 
Hooper Lists 357 


New York, Jan. 31.—The board 
of governors of the Cooperative 
Analysis of Broadcasting declined 
this week to follow the suggestion 
of the rival C. E. Hooper, Inc., 
that they let CAB roll over and 
die. 

Instead, the board approved an 
increased budget for the first quar- 
ter of 1946, to continue an ex- 
pansion program announced in 
December, and _ authorized its 
chairman, Bernard C. Duffy, of 
Batten, Barton, Durstine & Os- 
born, to appoint a committee to 
“study all aspects of radio audi- 
ence measurements.” 

The committee, the members of 
which have not yet been named, 
will “report on the future objec- 
|tives, technical and administra- 
| tive policies of CAB.” 
| CAB’s first-quarter budget is 
|nearly 50% larger than that for 
| the parallel period of 1945. 


Foote, Cone & Belding, Chi- | Deny Duffy Retiring 


cago, is the agency. 


Among other reports which CAB 
|denied this week was one to the 
| effect that Mr. Duffy is resigning 
as chairman. It was pointed out 
that he is “too much of an Irish- 
man to walk out on a scrap.” 

The four major networks, all of 
which are represented on CAB’s 
tripartite board with advertisers 
and agencies, were reported firmly 

(Continued on Page 60) 


CAB Will Pick Committee 
to Study ‘Future Status’ 


Campbell Buys 
‘World Today’ 
at $1,500,000 


| New York, Jan. 31.—With the 
| purchase of “World Today,” 6:45 
io 7 p.m., six nights a week on 
the tull CBS network, starting 
April 1, Campbell Soup Company 
Wu boost its advertising expendi- 
ture by $1,500,000 to an annual 
| basis of more than $6,000,000, Ap- 
VERTISING AGE has been told. 
Harry F. Jones, advertising man- 
ager, aenied reports that Camp- 
| bell might sign this news program 
|ror a lU-year period. The news- 
| caster has not been selected. Ward 
| Wheelock Company is the agency. 


|General Electric Company ended | 


|1ts sponsorship of ‘“‘World Today” 
| 1ast November. 
| Campbell is continuing “Re- 
| quest Performance” Sunday night, 


and the Jack Carson show Wed-| 


jnesday night, both on CBS— 
spending about $2,500,000 for time 


shows combined. 

The company continues its 
long-term, first - after - reading- 
matter ad series, at an estimated 
cost of $2,000,000 annually, in 
Cosmopolitan, Good Housekeeping, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Parents’ Magazine, The 
Saturday Evening Post, Time and 
Woman’s Home Companion. No 
newspaper advertising is planned 
at present. 


monthly quotas. 
Navy can reach its goal of 500,000 


has 340,000 men signed up. 


mestic system spent prewar. 


lier’s, western manager of Parade, 


placed the copy at no cost. 


Drive Started for Cocoa 


tising and without extention of selective service.” 


Last Minute News Flashes 


Navy Shelves Plan for Paid Advertising 

Washington, Feb. 1.— Negotiations for paid Navy recruiting ads 
under way with a number of large agencies (AA, Jan. 28) have come 
to a halt, Capt. G. R. Donaho, director of recruiting and induction, 
said today, in reporting that January enlistments were well above the 
“With figures like these,’ Capt. Donaho said, “the 


by September without paid adver- 
The Navy already 


Kansas City, Mo., Feb. 1—TWA, which now stands also for Trans 
World Airline, will spend about $600,000 in magazine and newspaper 
advertising this year, or about four times as much as the TWA do-| 
Large insertions in metropolitan dailies | 
are promoting the Feb. 5 launching of a new Paris service. 
pages are scheduled once a month in weekly magazines and thrice- 
weekly insertions will be used in 60 newspapers in on-line cities. 
Kudner Agency, New York, has the account. 


Color 


Godfrey Named Western Manager of ‘Parade’ 
New York, Feb. 1.—Arthur H. Motley, publisher of Parade, has ap- 
pointed Joe Godfrey Jr., for seven years on the western staff of Col- 


with headquarters in Chicago. Ed- 


ward Kimball, who has been on the western staff of American Maga- 
zine, has also joined the Chicago office of Parade. 


AFA to Use First Paid Advertising 

New York, Feb. 1—The Adver 
use paid advertising for the first time in its 35 years of existence when 
it takes full pages in the advertising and related press to promote its 
new statement of advertising principles. 


tising Federation of America will 
Geyer, Cornell & Newell 


Marsh Milk Booster 


New York, Feb. 1.—Taylor-Reed Corporation, Mamaroneck, N. Y.,| 
on Feb. 4 will start thrice-weekly 


insertions in 80 newspapers in 74 


cities for Cocoa Marsh Milk Booster using 200, 100 and 30-line ads. 


The campaign will be supple- 


Liquor Industry's 


Negotiate Merger 


CABI, Allied Renew 
Three-Year Talks 
to End Conflict 


New York, Jan. 31.—Three years 
of repeated efforts to create a 
“united front” in the liquor in- 
dustry’s public relations by bring- 
ing together the two _ principal 
groups—Conference of Alcoholic 
Beverage Industries and Allied 
Liquor Industries—seemed to be 
nearing fruition this week. 

Munson G. Shaw, chairman of 
CABI, told ApvertTisinc AGE that 
“We are closer to reaching an 
agreement than we have been 
since 1941. We should be able to 
make some announcement within 
the next 10 days.” 

CABI’s executive committee will 
meet Feb. 6, at which time it is 
expected that the budget, includ- 
ing advertising appropriations, as 
well as the proposed merger, will 
be discussed. 


| Allied Is Coy 


| According to -industry sources, 
|CABI members have taken the 
| initiative, while Allied is “playing 
hard to get.” No :-member of Al- 
lied’s executive committee would 
comment, other than to imply that 
it was just another move ‘in. three 
years of by-playing, 

The two groups, from a posi- 
tion that amounted at times to an 
intra-industry conflict between 
Seagram and _  Schenley, have 
grown closer together in recent 
years. Seagram is reported to con- 
tribute approximately half of 
CABI’s funds, while Schenley pro- 


and talent on the two half-hour | 


Gets into Civvies 
for Ad Series 


New York, Jan. 31.—Magazine 
copy promoting Dewar’s White 
Label and Victoria Vat Scotch 
| whisky, distributed by Schenley 
|Import Corporation, will switch 
|next month to peacetime dress, in 
the form of a Scottish piper. This 
will replace the British regimental 
prints which have been run during 
ithe war. 
| The new Scottish piper series, in 
| two and four-color half pages, 
| pages and covers, will run in sets 
of six, each advertisement to in- 
troduce a different piper arrayed 
in traditional dress and colors of 
one of the native clans. 

Copy will headline the theme, 
“As traditional of Scotland as the 
bag-piper,” and the initial ad will 
| feature the Clan Menzies. 


Magazines scheduled, through 
Weiss & Geller, New York, are 
Cue, Esquire, Fortune, Gourmet, 
| Promenade, Playbill, The New 
| Yorker and Time. 

The British regimental series, 


reprinted in a _  non-advertising 
i 


| format suitable for framing, was 


distributed on request to more than 
In March single-column ads will appear in Good Housekeeping, Ladies’ | 


Home Journal and Parents’ Magazine. 


70,000 people, Schenley reports. 


|The six-print sets went to dis- 
I 


mented by outdoor posters and car cards in the New York metro- | tributors for display, and to con- 


politan area. 


Ruthrauff & Ryan is the agency. 


(Additional News Flashes On Page 8) 


|} sumers, schools, and libraries for 


| reference work. 
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vides well over half of Allied’s | 


finances. 

Joint Allied-CABI action in re- 
cent months has included a jointly 
sponsored liquor show for hotel 
men and an exhibit at the New 
York Museum of Science and In- 
dustry. 


Votes, Policies Are Problems 


The principal difficulties con- 
fronting the merger seem to be 
questions of policy and voting pro- 
cedures. According to some sources, 
the problem of distribution of 
votes within the new organization 
between individual companies and 
}sociations is a particular 
; nbling block. CABI is an or- 

iization of nine trade associa- 
tions, including Distilled Spirits 
Institute, which represents all 
major distillers except Schenley, 
American and Continental (the 
latter two are independent). Al- 
lied includes Schenley and some 
500 individual companies. 

The policy conflict is more in- 
volved. The present bi-lateral pub- 
lic relations program dates from 


1941, when Dr. Wesley 
rector of the Distilled Spirits In- 
stitute, proposed a plan of indus- 
try self-regulation which would 
have set Dr. Sturges up as “czar” 
of the industry in a manner cor- 
responding to the motion picture 
industry’s setup. 

Dr. Sturges’ regime met with 
the opposition of some major dis- 
tillers and Schenley took the lead 
in withdrawing from DSI. Schen- 
ley’s Withdrawal precipitated Dr. 
Sturges’ resignation, which in 
turn is reported to have averted 
the withdrawal of other major 
distillers from DSI. 


ALI Formed in *41 


In November, 1941, Allied 
Liquor Industries was formed as 
an association of individual com- 
panies with the avowed support 
of all parts of the industry. CABI 
was formed shortly thereafter and 
the support of Allied by the en- 
tire industry did not materialize. 

Allied carries out an active pub- 
licity and public relations pro- 


Sturges, | 
| Yale professor and executive di-| 


gram, with heavy emphasis on 
trade relations, personal contacts 
through its field representatives, 
licensing problems, industry self- 
regulation, alcoholism, etc. Allied 
does not advertise on its own, but 
it does prepare moderation and 
institutional ads for placement 
locally by its members. The pub- 
lic relations firm of Ivy Lee and 
T. J. Ross counsels Allied. 


CABI Advertises Heavily 


CABI, through Walter M. 
Swertfager Company, New York, 
has carried on an advertising cam- 
paign in country weeklies and 
dailies which averaged approxi- 
mately $500,000 last year and has 
totaled as much as $1,000,000 in 
the past. Its expenditure for ad- 
vertising this year is expected to 
be substantially increased. 

CABI also has an appropriation 
for special campaigns in metro- 
politan media which is used when 
matters affecting the industry are 
before the public. It carries on 
a public relations program, in- 
cluding the sponsorship of studies 


eo 
sd 


fata t® 


ford market area, 


advertising pages to keep them on the 
top of buyers’ shopping lists. Placing 
space through Chambers & W iswell, 


‘ ‘ -— ‘ 
Inc., Cain savors rising sales in company 
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with local retailers who have increased 
their space in the Courant by 58% dur- 


ing the last six years. 
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of alcoholism, and uses the facili- 
ties of the Gallup organization for 
a continuing study of public opin- 
ion. 

The industry’s attitudes toward 
the policies of the two organiza- 
tions are split. CABI partisans 
claim Allied’s approach is a trade 
relations, not a public relations, 
approach and characterize its at- 
titude as that of the “lobbyist.” 
Allied partisans claim that CABI 
operates in an ivory tower and 
is ineffectual in meeting the pub- 
lic relations problems of the in- 
dustry. 


Rules Against Deductions 


The merger, if effected, could 
provide an increased budget for 
advertising purposes, but one dif- 
ficulty confronting a national ad- 
vertising program on behalf of the 
whole industry is that the U. S. 
Treasury Department refuses tax 
deductions for contributions for 
any advertising program which it 
interprets as being designed to in- 
fluence legislation. 

In the case of Frankfort Dis- 
tilleries, the Treasury refused part 
of the deduction claimed for its 
contribution to CABI on _ the 
grounds that it was used not for 
advertising but “propaganda.” The 
Frankfort case is still being nego- 
tiated and the Treasury ruling is 
expected to affect not only liquor 
but other types of institutional ad- 
vertising. 

The executive committee of Al- 
lied is headed by Thomas F. Mc- 
Carthy, president of Austin Nichols 
& Co., Inc. It has two other mem- 
bers, William J. Murray Jr., presi- 
dent of McKesson & Robbins’ 
liquor division, and Thomas F. 
Casey, Schenley’s director of pub- 
lic relations. Mr. McCarthy is 
president and Stanley Barr ex- 
ecutive vice-president. 


Shaw Heads CABI 


Munson G. Shaw is president 
of CABI and Harold Luce is act- 
ing executive director. CABI has 
been without an executive direc- 
tor since Kenneth S. Baxter re- 
signed to become vice-president in 
charge of the western division of 
Frankfort Distilleries, now owned 
by Seagram. Gen. Frank R. 
Schwengel, president of Seagram, 
heads the executive and finance 
committees. 

CABI’s member associations are 
DSI, National Association of Al- 
coholic Beverage Importers (which 
includes Schenley Import Corpo- 
ration, indirectly giving Schenley 
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a voice in CABI), Wine Institute, 
National Tavern Association, 
League of Distilled Spirits Rect - 
fiers, National Retail Package 
Store Association, Finger Lakes 
Wine Growers Association, and the 
Wine and Spirits Wholesalers <f 
America. 

Liquor circles mention as prin- 
cipals in the merger discussions 
Mr. Casey, representing Allied, 
and E. S. Slater, president co 
Frankfort, and R. E. Joyce, vice- 
president of National Distillers, 
representing CABI. None of these 
individuals could be reached for 
comment. 


Ad Bureau Names 


Barnes to Assist 
Alfred Stanford 


New York, Jan. 31.—Harold S. 
Barnes, formerly vice-president 
and director of Compton Adver- 
tising, has been named associate 
sales director of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 

Mr. Barnes will be second in 
command of the bureau’s new 
business analysis operation headed 
by Alfred B. Stanford, sales di- 
rector. 

Prior to his association with 
Compton, where he supervised the 
Ivory soap and Crisco accounts, 
Mr. Barnes was with Young & 
Rubicam, working on General 
Foods and other accounts, and 
previously was a copywriter and 
contact man with Pedlar & Ryan, 
Inc. 


Eddy Appoints Stanfield 

E. B. Eddy Company, Hull, Que., 
paper manufacturer, has appointed 
Harold F. Stanfield Ltd., Montreal 
agency, to handle its advertising. 
For White Swan toilet tissue, 
newspapers will be used beginning 
this month, car cards will be used 
in the spring and fall and ads 
will run in trade _ publications. 
Onliwon paper towels and tissues, 
Cheneaux bond, Multiscrip dupli- 
cating paper and other papers will 
be promoted in business papers, 
and direct mail will promote spe- 
cialty papers. 


Form Partnership 

Harry B. Miller and George P. 
Hixon have formed Miller & 
Hixon, a partnership engaged in 
publicity, public relations and ad- 


vertising, with offices at 8 S. 
Michigan Ave., Chicago 3. They 
will handle business formerly 


handled by Louis G. Cowan & Co. 


Sales training that produces S 
Just Published 


BUILDING A 
SALES TRAINING PLAN 


FOLLOW THESE practical, By 
common-sense rules in build- 
ing and operating a success- Edward J. Hegarty 
ful sales training program, 
checking your present pro- Manager, Sales Training, 
gram, or revitalizing an in- Electric Appliance Division, 
effective one. Based on pop- Westinghouse Electric Corp. 
ular articles from Printers’ 5 
Ink, this book not only out- 
lines fundamental sales train- 198 pages, $2.00 
ing principles, but gives spe- 
Peed po om oer i nee Do you know how to set up training objects 
them in practice, and shows develop a unit of work for salesmen—audit t 
how trainers may get the results of a plan? How to get the salesman 
| vital points across in their continue to use the school methods in the fied 
programs. how to sell the training plan to the organiz 
- tion—how to teach trainers speaking, prese! 
Gives You: ing the subject, teaching methods? It's all 
. ; ' this book. See it today. 
16 suggestions for teaching - 
| salesman right work 
abits 
(yy eats tions for teaching SEND THIS FREE-EXAMINATION COUPON 
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E ON HOUSTON SHIP CHANNEL 
Don Bryant, Age 17. 


FAMILIAR THINGS 
George Tomeff, Age 18. 


THIRD AVE. EL—NEW YORK 
Rachel Levy, Age 18. 


Collector's litem 
... Cncore 


Last spring, the second Ingersoll Art 
Award Contest for all high school students 
was held under the auspices of Scholastic 
Magazine . . . The best national entries were 
given Grand Awards by a jury of distinguished 
artists .. . and published in a 1946 full-color 
calendar, by the United States Time Corp., 
sponsors of the contest. A repeat performance 


... this year’s print order was twice that of 45 
‘S> ity j; TWO BARNS 

proof of the public’s appreciation of the skills Richard Andres, Age 17. 

of these young students, whose competence 


far outruns their years. 


£-F was proud to be chosen again for the 


encore production; has held out a few copies 


(with permission) for connoisseurs and for 
collectors. ‘The calendars are advance notice 
of new, significant figures in American art, 
and typical instances of E-F fine reproductions 
... If you would like one, let us know, 


A ) 

Cinson-sreeman Co., Ine. 
Ever-Aesthetic Lithographers 

Starr & Borden Aves., Long Island City 1, N.Y. 


BACK STREET, Townsend Howe, Age 16. 
~WAR WORKER, Florence Smith, Age 16. 
COME AND GET IT, Richard Shropshire, Age 15.-> 
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Miller Tells NAB 
to Heed Critics 
or Lose Control 


Omaha, Neb., Jan. 30.—Calling 
for “eternal vigilance” to avert 
the threat of a state-owned radio 
industry, Justin Miller, president, 


Speaking to the 10th District 
NAB members, Mr. Miller asked, 
“Are we _ sufficiently displeased 
with such things as silly adver- 
tising and singing commercials to 


let the government take over 
radio?” 
Pointing out that no _ other 


American industry is on such an 
“intangible basis as radio,’ in 
which stations must obtain re- 


National Association of Broadcast- 
ers, warned against “a careless | 
and indifferent attitude toward) 
criticisms of radio.” 


newal licenses every three years, 
Mr. Miller said that an indiffer- 
ent attitude might lead to state- 


| subsidized radio. 


‘News’ Buys Stock 
in WIND, Chicago 


The Chicago Daily News has 
signed an agreement to buy the 
42% stock holding of Ralph Atlass 
in WIND, Chicago. Mr. Atlass will 
continue as president and general 
manager of the station. 

Other stockholders are Philip 
Wrigley, chewing gum manufac- 
turer, and Leslie Atlass, brother 
of Ralph and vice-president in 
charge of the western division of 
CBS at WBBM, Chicago. John S. 
Knight, publisher, and C. Blake 


McDowell, secretary, signed in be- 
half of the Daily News. 
‘ . ’ 
Pathfinder’ Page 
Totals Too Low 
In translating lineage into pages 
of advertising volume for the years 
1945 and 1944, as reported in Jan. 
21 AA, Pathfinder erred in report- 
ing the total number of pages car- 
ried by the publication. 
Advertising volume in Path- 
finder during 1945 totaled 255,244 
lines or 607.7 pages, compared 
with 191,312 lines or 456 pages in 
1944. 


Toe nation’s shipyards are beginning 1946 with a record peacetime volume of ship- 

more than 1,200,000 deadweight tons. . 
— for additional large seagoing vessels which will bring the volume of construction 
0 


building under way... 


r this year to a new peacetime peak. 


Some of the most important shipbuilding contracts ever placed in the United States 


; 


* 


eee 


. with contracts 


will be awarded during 1946, for individual ships of special design and not for the multiple 
production of standardized types. 


Never before in peacetime has the shipbuilding industry offered so large a market for 


marine products . . 


. nearly six times greater than before the war. . 


.a market for a 


greater variety of products because this year marks the beginning of replacements of 
our depleted fleet of passenger ships. 


To the thousands of manufacturers who furnish equipment and materials to the 
marine industry or whose products are adaptable to marine uses, Marine Engineering 
and Shipping Review provides a direct route to key marine men who control or influ- 


ence purchases. 


Marine Engineering and Shipping Review is recognized as the marine business paper 
of engineering authority, editorial prestige, and advertising leadership, by key officers in 
ship operating, shipbuilding. and ship repair companies throughout the nation. 


Regular month by month advertisements in Marine Engineering and Shipping Review 
during 1946 will keep your products prominently before this developing peacetime 


marine market. 


For complete descriptive information regarding Marine Engineering and Shipping 
Review, write to our office nearest you. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N. Y. 


105 W. Adams St., Chicago 3 
530 W. 6th St., Los Angeles 14 


Washington 4, D.C. 


300 Montgomery St., San Francisco 4 


Engineerin 


4518 Roland Ave., Dallas 4, Texas 


Ameer? sii 


arin 


Terminal Tower, Cleveland 13 


Henry Bldg., Seattle 1 


RECORD REPAIR 


lind ete ee hid 


AND RECONVERSION 


$225,000,000 Program to be 
Launched by U. S. Watt: 
time Commission 
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Advertising 
Leadership 


Marine Engineering and 
Shipping Review is the first 
choice of manufacturers to 
carry their business paper 
advertising to the marine 
industry. Its advertising 
leadership is conclusively 
demonstrated by its more 
than 100% margin of leader- 
ship over its field in num- 
ber of display advertising 
pages carried during 1945. 


Advertising Age, February 4, 194; 


‘Creative Team’ 
from Army Joins 
Cecil & Presbrey 


New York, Jan. 31—A creati 
team of three men, who were 1 
sponsible for many promotion | 
projects and campaigns direct« | 
by the Army to troops, has joinc { 
Cecil & Presbrey. They will al 
handle the agency’s new busine: 
activities. 

The team is composed of Carl f. 
Giegerich, formerly with Newel|- 
Emmett Company; Russell \, 
Stone, formerly with Western 
Printing & Lithographing Co., Ra- 
cine, Wis., and Poughkeepsie, 
N. Y., and Bob Carley, previous] y 


Stone Carley 


Giegerich 


with Batten, Barton, Durstine & 
Osborn and NBC. 

Major Giegerich was chief of 
the programs and promotion sec- 
tion of the War Department’s in- 
formation and education division. 
Major Stone supervised the sec- 
tion’s activities in New York. Lt. 
Carley, recently with the Army 
Service Forces, served previously 
on special assignments with the 
Secretary of the Treasury and 
with the Army’s information and 
education division. 

Among other G. I. campaigns, 
the three originated and produced 
the soldiers’ savings program. In 
12 months of this $1,000,000 cam- 
paign, military personnel _in- 
creased their investment in Army 
savings and_ security channels 
from $422,000,000 to $581,000,000 
a month, and from 43% to 53% of 
the Army’s monthly payroll. 


SNPA Directors 
Okay Plans for 
Newsprint Mill 


Atlanta, Jan. 29.—Directors of 
the Southern Newspaper Publish- 
ers Association this week author- 
ized launching of negotiations for 
financing, erecting and operating 
a two-machine mill which would 
produce 100,000 tons of newsprint 
annually. 

Such a mill, which would cost 
from $10,000,000 to $15,000,000, 
might be located in Georgia, Ala- 
bama or Louisiana and would fol- 
low along the lines of Southland 
Mills, Inc., established through 
SNPA efforts at Lufkin, Tex., 
seven years ago. 

If the new mill develops, it wi! 
be operated as a private corpora 
tion. But SNPA members are pre 
pared to contract for its entir 
output and are also willing to bu 
stock, according to Walter C. John 
son, SNPA secretary-manager. 


Kadin Ups Ad Budget 


Kadin Bros., New York, h: 
doubled its consumer magazi! 
schedule for 1946. Trade public: 
tions will continue to be use 
Fashion Advertising Compan 
New York, handles the account. 


Chicago Hournal 
of Commerce 
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hi aoe Benner After its long absence from the table, ham deserves special “fixin” on re- 
zit Norfolk Viesinian-Pilot introduction to the family! So try this recipe with BEST FOODS Mustard: 
lie ee een with-Horseradish . . . it adds a touch of ARNE 
= San Antonio News TANGY GLAZED 
“’ Fort Worth Star-Telegram Half Smoked Ham 4 tbs. Readers Who Have 
nt. Florida Times-Union (Jacksonville) © the. Grange Mermelede Mustal Noted Read Some Read Most 


(1) Bake ham in moderately slow oven 


a Arkansas Gazette (Little Rock) pound, (2) Mix marmalade and Mus 


Chattanooga Times half the mustard sauce over ha he | — Y% 

& News-Free Press esunihanelie wh sometuiian aad mM % 7” 7% 
P BEST FOODS Mustard-with-Horseradish all w— % % % ? 
acieic_srowr i s meat, fish or fowl ... for it lends the 2% . 27 sd Al : . = 


San Diego Union & Tribune-Sun with Horseradish—a flavor combination th 

Los Angeles Times 

Oakland Tribune 

San Francisco Chronicle 

Oregon Journal (Portland) 

Seattle Times 

arene Spokesman-Review «ais 
& Chronicle , ‘ : ° 

Phoenix Republic & Gazette For Further Information Write To 

Long Beach Press-Telegram 

Tacoma News Tribune Pert, 
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President Urges 
Added Pressure 
in Clothing Drive 


New York, Jan. 29.— President 
Truman, in a letter received today 
by James W. Young, chairman of 
the Advertising Council, urged in- 
creased business support of the 
Victory Clothing Collection, now 
nearing conclusion. 

“T have been advised that the 
Victory Clothing Collection re- 
quires increased support in bring- 
ing its appeal on behalf of war 
victims abroad, into the homes of 
America,” the President said. 

“This campaign, I know, has 
had the support of the Advertising 
Council, whose aid is appreciated 


|by all of us. But the emergency 
/compels me to ask you to appeal 
ito the advertisers, 
|the radio networks and stations, 
|}and the radio artists to give even 


|/more generous efforts to this 
| cause. 
| “Their prompt and active re- 


sponse in this emergency may save 
|; many lives overseas.” 


Holland Heads Masonite 


Eugene Holland, formerly presi- 
dent of Florence Stove Company, 
Gardner, Mass., has been elected 
president and a director of Masonite 
Corporation, Chicago. He succeeds 
M. P. McCullough, one of the 
founders, who is retiring as presi- 
dent but who will continue as a 
member of the board of directors 
and chairman of the executive 
| committee. 


the agencies, | 


| Expands Band-Aid Drive 


Johnson & Johnson, New Bruns- 
| wick, N. J., has announced that 
j}its campaign for Band-Aid ad- 
|hesive bandages will be greatly 
expanded this year. Plans call 
for insertions in The American 
Weekly, Collier’s, Country Gentle- 
man, Farm Journal, Life, Look, 
Parents’ Magazine, The Saturday 
Evening Post and True Story. The 
ads will promote the plain and 
mercurochrome bandages and a 
New Band-Aid impregnated with 
tyrothricin. 


Appoints Lovitt 

Sydney S. Lovitt Company, Chi- 
cago, has been placed in charge 
of the advertising and public re- 
lations of Ray Simon Optical Com- 
pany, manufacturer of eyewear, 
sun glasses and binoculars. Plans 
include the use of all media. 


Bendix Display 
Program for 1946 
Totals $1,500,000 


Chicago, Jan. 31.— ‘The hard 
way to leadership involves using 
every trick in the bag,” Walter J. 
Daily, advertising manager, Ben- 
dix Home Appliances, Inc., South 
Bend, Ind., told the Chicago Fed- 
erated Advertising Club today. 
“We are not a large company, 
although perhaps it can be said 
that we have suddenly grown 
large in potential. Therefore, we 
believe that we must be more 
versatile and work harder to hold 
our position of leadership than 
would be true of some of the 
larger companies.” 


STOP 
ACCIDENIS 


= 
O ° 
———— ———y 
0. SOGLOW 
PRINTED IN SUPPORT OF THE ADVERTISING COUNCIL'S STOP ACCIDENTS CAMPAIGN 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK :8, N. Y. 


(The New Yorker offers reprints of this advertisement to anyone who wishes to have them) 
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Mr. Daily made this explanati , 
of the Bendix merchandising phi - 
osophy as a background for tie 
presentation of its intensive pr. - 
gram of dealer and product iden: 
fication, which ‘has been carri 
out on a tremendous scale, wi 
reference both to outside and i) - 
side the store display. The enti:. 
Bendix display program involv, ; 
an expenditure of $1,500,000, a; - 
proximately half of which is pa 
for by the company’s 8,700 deale) 


Uses Signs, Displays 


“We began our product iden: - 
fication program a year ago last 
fall,’ Mr. Daily explained, “in an 
endeavor to identify our dealeis 
with our products on the outside 
of the store with large neon sign 
in the windows with smaller neo: 
signs, and on the showroom floo;: 
with a specially prepared displa 

“IT think it can be truly said 
that the outside sign program was 
the most successful of its kind 
ever conducted in our industry. 
Over one half of our dealers wil! 
have large signs on the outside of 
their buildings. In the windows 
nearly every dealer will use the 
small 27-inch neon sign. A clause 
|}in the dealer’s contract requires 
him to purchase the Jewel floor 
display for special presentation 
and demonstration to prospects. 

“One section of the program is a 
|special department display de- 
| signed for the use of department 
| stores. We endeavored to use as 
| small and yet as prominent a space 
|as possible. We explained to de- 
| partment stores that a sale of 200 
washers a year would mean a 
gross income to the store of about 
$250 a square foot—a greater re- 
turn than could be realized from 
any other item. The result was 
that over 300 of the leading de- 
partment stores of the country not 
only bought the display, but will 
give it prominent position.” 

Mr. Daily emphasized the fact 
that dealers are willing to spend 
promotional dollars along with the 
manufacturer if they believe profit 
opportunities are good. For in- 
stance, he said that Bendix dealers 
have become the largest users of 
imprinted match books in the 
country, paying for these re- 
minders at cost. 

While Bendix has had unusual! 
publicity in the movies. and 
through magazine articles, radio 
programs, etc., the Bendix execu- 
tive emphasized the complete or- 
ganization needed to cash in on 
its public acceptance’ through 
sales training programs, home 
demonstrations, etc. At least 3,000 
home service women and 25,000 
retail salesmen must be trained. 

Mr. Daily said the 1946 sales 
quota for Bendix home washer: 
is 600,000 machines, carrying 4 
retail value of $90,000,000. 


‘N. Y. News’ Ups Garrett 


Harold G. Garrett, acting man- 
ager since last fall of the research 
staff of the New York News, an 
with the newspaper for the past 
17 years, has been named mai - 
ager of research. Also joining t!e 
research staff is A. O. Buckin:- 
ham Jr., formerly of Cluett, Pe - 
body & Co., New York. 


Resigns Account 

The San Francisco office of G: 
field & Guild, Advertising, has 
signed the account of Purple Bl: 
Corporation, San Francisco. 
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And so were thousands of TIMES readers... 


ie For The TIMES always draws a crowd! 


fof fact The TIMES has led all ¢ 


store lineage for the past 10 years. 


Your advertising in The TIMES 


This jewelry store sell-out is not entirely fantasy. As a matter 


thicago newspapers in jewelry 


will go into one out of every 


three Chicago homes at one of the lowest milline rates for evening 


LE DeWspapers in America. 


HE 


CHICAGO'S 


NEWSPAPER 
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sj: |Coast group have not been set. a i . 
Dailies Launch 5123 newspapers announced ‘or! Gast Minute News Flashes  (Cut-Throat Selling 
’ i the primary group, extending from . . 
Southeast ‘Net the Atlantic Coast to Nebraska|Aeronca Boosts Personal Plane Budget to $400,000 of Media Assailed 
. . (AA, Dec. 24), only the Kansas Middletown, O., Feb. 1.—Aeronca Aircraft Corporation will spen Washington, Jan. 31.—The nee 
with Six Papers City Star has not yet joined. about $400,000—ten times its 1945 budget—to yoshi tore three oes for a set of Marquis of Queens 
ee ay ae eee Mr. Sherwood this week hired| cost planes. The Champion, first model to = ny nbigors or bury rules to eliminate unfai 
te " : affiliat d with ANAN’s first employe, George A. $2,295. Most of the appropriation will go into national and science competitive selling between medi: 
Son SP see sis direc-| Magazines and business papers. Cooperative newspaper advertising . 
American Newspaper Advertising Hammer, recently assistant direc ; ‘ “usta tenn th f t was suggested to the first meet 
Network, Inc., was formally| ‘or of war bond and waste paper | also is planned. Biow Company, New York, has the account. ing of the new U. S. Chamber o! 
launched this week with contracts —— ge ro sig aye Mi Carstairs Expands Effort on White Label Commerce ne ae ome 
signed by six newspapers, H. B.| *@™mer peg p AR Sale New York, Feb. 1—Carstairs White Label whisky advertisements |PFrOmotion committee this wee 
Sherwood, advertising manager, sine gene 2 di dh - f Theo “A will appear in 109 newspapers in 70 eastern seaboard cities in an in-| Leonard W. Trester, outdoor ad 
the New York News and presi-|*0St sales en athe d sales di-| creased campaign through Lennen & Mitchell. Insertions have been vertising company chairman of the 
dent, ANAN, told Apvertisinc Ace.| Manus, Inc., Detroi’, ano saes dl upped from a maximum of 330 lines in previous campaigns to 750 | 8TOUP- 
The new group comprises the|Tector of Walker & Co., Detroit) 1/0. supplemented by 150-line ads me Tee Snares Ae Se 
Atlanta Journal, Birmingham Age- outdoor advertising company. He | NES; PP : of the Advertising Federation of 
Herald, Charlotte News and Ob-| Will help Mr. Sherwood in get-| Premium Offer Starts for Wheat-Meal America against false and mis- 
server, Chattanooga News Free-|ting the network started. Other| New York, Feb. 1.—General Foods Corporation, through Young &| leading advertising, and proposed 
Press and Times, New Orleans|&xecutives, including the ANAN | Rubicam, is launching a premium campaign on a regional basis in| that the Chamber group might 
Times-Picayune and Norfolk Led-| ‘irector, will be appointed by the} ,awspapers, offering a silver-plated teaspoon for 25 cents and the box| Want to join with other trade 
ger-Dispatch. Six others, in Jack-| Committee in charge. top or coupon from a Grape-Nuts Wheat-Meal package. First ads| groups in such a project. 
sonville, Memphis, Miami, Nash-| Differences between the neW| sypeared in the New York area yesterday. In order to sell 30 to 50% more 
ville, Richmond and Tampa, are|etwork and newspaper represen- ae a goods in the interest of high em- 
being invited to join, and 22 sup-|tatives may be ironed out by Mr. Pharmaco Schedules Dailies for Feen-A-Mint ployment, Mr. Trester said the 
plementary papers in this area|Sherwood in a talk before the| Newark, N. J., Feb. 1—Pharmaco, Inc., will use 60 newspapers in advertising business “must bring 
will be added later. New York Newspaper Represen- | eastern markets in its first newspaper campaign in several years for|in better equipped and more 
A southwestern group is being|tatives Association at the Waldorf-| Feen-A-Mint chewing gum laxative. Ruthrauff & Ryan, New York,| capable types of individuals ;_ it 
developed. Plans for a Pacific] Astoria here on Feb. 7. is the agency. must strive for better merchandis- 
ing services, and “expand and im- 
~ prove market research” to assure 
° : “most complete, accurate and ob- 
jective surveys of existing and 
tential kets.” 
po ial markets Thi. 
Hits Cut-Throat Competition 
Proposing his Marquis of Fool 
Queensbury rules, Mr. Trester 
called for elimination of “more or com 
less cut-throat competition which 
seeks to prove its own case by 
blackening the other fellow’s eye.” 
“This type of selling,’ he said, 
“hurts the industry as a whole 
and eventually will hurt the fel- 
low who started it.” 
Mr. Trester also told the group 
that advertising needs a_ well 
planned and executed public re- 
lations program, urging that the 
Chamber committee support the T 
efforts of the Advertising Council. 
He proposed in addition that ‘the r 
industry should be prepared to Ss. 
spend some money and effort on I 
selling itself.” | 
The group, including represen- a 
tatives of all media, meets again 
March 15. 
Universal Pictures Copy 
Promotes Annual Report 
In a 700-line advertisement ap- 
pearing in 71 newspapers in 18 
cities, supplemented by copy in 
eight magazines, Universal Pic- 
tures Company, Inc., New York, 
gives readers the facts contained 
in the firm’s annual report, just 
released. The film company has 
followed this policy for several 
years. This year, magazines used 
are Barron’s, Business Week, Com- 
mercial & Financial Chronicle, Fi- 
nancial World, Forbes, Magazin 
of Wall Street, Newsweek and 
Time. J. Walter Thompson Com- 
pany, New York, is the agency. 
Readers are told that rentals and 
sales of Universal pictures anc 
other operating income _ totalec 
$51,049,428 compared with the all- 
time peak last year of $51,561,504 
Foreign revenues. established 
new all-time high of $22,341,928 
an increase of $3,166,945 over the« ; 
. er P previous fiscal year. Net profit 
Now restrictions have been lifted for the fiscal year ended Nov. $ 
. a, tranquil isle in a 1945, were $3,910,928, largest i: 
and Be rmuda amg =. history, compared to the 1945 fig 
coral sea, again welcomes visitors ure of $3,412,701. 
from the United States. ; iiatigemmneniedn 
* ae Dealer News’ Moves 
But Bermuda, too, has its re- Dealer News, Los Angeles, hz 
conversion problems—of  trans- moved to larger quarters at 170 
‘ if y W. Eighth St., Los Angeles 14. 
portation and hotel space. If you 
do go this spring, take these pre- . 
cautions: Make hotel reservations “~ Om of Porte ia Mow Yosk” } 
in advance, and obtain written . e ; 
confirmation. And, have your 
round-trip passage assured. ‘ 
We have been associated with “Bee. 1906 
The Bermuda Trade Develop- FRENCH RESTAURANT 
ment Board for ten years. REAL FRENCH CUISINE 
N. W. AYER & SON, Inc. Philodeiphic . New York . Chicago LUNCHEON a t — 
Detroit © SenFrencisco * Hollywood © Boston * Honolulu * London DINNER From $ 
- Famous French Candies =~ 
15 EAST 52d ST.‘ 
™ cnmeeen — 
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1 APPLICATION 
FOR 
POSITIONS | 


This EXECUTIVE (“skillful in execution” ) does a superlatively This EXECUTIVE (“skillful in execution”) does a superlatively 


n 
: of good job at administering (“directs, superintends” ) the hiring of — good job at administering (“directs, superintends”) the purchase 
“pe competent personnel. @ 4 %Y %4YF %4F FF FF W F of truck fleets and their operations 4 + 4 # 9 F 
hich 
by 
ye.” 
said, 7 3 
hole 
fel- 
. * s 
ne Wren you, as an advertiser to industry, 
re- ? ? 
the . * bé « 4 
aa Do you want your advertising are buying so-called executive cover- Do you want your advertising 
<< read by ENGINEERS? Be ss read by SUPERINTENDENTS? 
| to sure you specify the kinds of age’”’, you can safeguard your advertising Be sure you specify the kinds 
+ on Engineers you want. Here are of Superintendents you want. 
- a few to choose from: ° . H Here are a few to choose from: 
zen J en dollar by specifying exactly what kind i 3 
ENGINEER, Application SUP’T., Engineering 
Bs Ceramic sé . ” H H “Factory 
. eel of “Executives” you are interested in. Statins 
ort Chief Gas Measurement 
ap- Civil General 
= Construction * General Plant 
Pic- Electrical Inner Tube 
“oe Estimating Mines 
_ = Gas Night 
Nas “ - . f rg 
eral : ‘- For + years The United States News has been fur- aieieg 
use’ Locomotive Plant 
‘om- on = . . = . . : 
Fi- —— nishing sworn circulation statements to advertisers Pea 
zine ackage roductton 
om Personnel to industries. These statements give the number of Purchases & Stores 
a Requisition ‘a 2 uM ae 2 z Road Maintenance 
- Sales Executives” (as specified by the advertiser) in Salvage 
alec Service , “ * - Shop 
= “ Srasissical those industries (only) to which the advertiser sells. Supplies 
= ni Systems Tools 
928 , 
the 
ofit 
r- 3 
t i 
fig — . ‘ <3 , 
The Association of American Advertising Agenctes, in 
their STANDARDS FOR APPRAISING MARKETS 
(Section 3, paragraph E) specifically state that a 
survey report “should include definitions of terms used’’. 
This 1s sound law. It has been written by a highly reputable and eae iii 
i aie P ;. 1e Direct Route to those 
recognized Body. The law was devised to protect the Advertiser’ s who O. K. both 
ue . aad te and family buyi 
advertising dollar. It 1s the privilege of every Advertiser and —— - eo 
Advertising Agency to police the law and see that it is carrted out. "aad 
30 Rockefeller Plaza 
New York 20, N. Y. a 
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FIC Promises 
Study of Basing 
Point Systems 


Set Prices Are Due 
for Attention, 
House Group Told 


Washington, Jan. 29.—Basing 
point systems which result “in 
systematic price discrimination” 
will be reviewed by the FTC legal 
staff in the light of the latest court 
decisions, FTC Chairman Ewin L. 
Davis has promised an interested 
House appropriations committee. 

The statement went into a budg- 
et hearing record last week after 
Rep. Albert Thomas (D., Tex.) 
asked whether the basing point 
system enabled big steel com- 
panies operating from the East and 
Midwest to dominate Texas and 
Louisiana. 

Rep. Thomas also questioned 
why “you cannot buy a gallon of 
gasoline any cheaper in Texas, 
Oklahoma and Louisiana, where 
it is all produced, than you can 
up here.” 

Commissioner Davis hesitated to 
promise immediate action, point- 
ing out that “there are four or 
five cases in the hopper.” 


Others Must Wait 


“We had better wait until those 
are settled before we start against 
others who are doing the same 
thing,” he said. FTC chief coun- 
sel William T. Kelley cautioned 
that many of the 200 or more bas- 
ing point systems may be legal. 
“They only become unlawful 
where they have the effect of 
eliminating competition or tend- 
ing to a monopoly such as system- 


One of the few 
ISOLATED 
Metropolitan-type 
Markets in the U.S.A. 


MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE”’ 


In this richly diversified area, 
metropolitan papers do not effec- 
tively serve the families . . . Radio 
reception is spotty due to mineral 
deposits—BUT—the 


BIG 5 NEWSPAPER GROUP 


does a thorough job for adver- 
tisers. 


Escanaba Press 

Houghton Mining Gazette | 
Iron Mountain News 

Marquette Mining Journal | 
Sault Ste. Marie News 


Over 52,000 net paid circulation | 
daily at 28c per line. 


Represented by 


SCHEERER & CO. f 


New York 17, @ 
Lesington Ave. 
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atic price discrimination,” he said. 


our credulity to believe that peti- 


Meanwhile, two of the commis-|tioners employed this system with- 


sion’s pending cases received a 
hearty approval in the Seventh 
Circuit Court of Appeals in Chi- 
cago, where it was determined 
that identical selling prices may 
be circumstantial evidence of -con- 
spiracy, particularly if the indus- 
try maintains a central reporting 
system, distributing information 
about sales and selling terms. 


Malt Case Cited 


In a case involving a long his- 
tory of identical prices for malt 
used particularly by brewers, the 
court concedes that there may be 
a tendency toward uniform prices 
for standardized products, but says 
it is all the more important that 
such products be permited to enter 
the channels of commerce unfet- 
tered by any restrictions which 
might impair such competition as 
otherwise exists. 

A few days ago the same court, 
considering a freight equalization 
plan which resulted in uniform 
delivered prices for milk and ice 
cream cans, commented: “It taxes 


out any agreement or plan among 
themselves.” 


Hold Conspiracies Proved 


These two decisions, coupled 
with two Supreme Court rulings 
last spring against basing point 
methods of A, E. Staley Mfg. Com- 
pany and Corn Products Refining 
Corporation, have made it amply 
clear, government lawyers believe, 
that price fixing conspiracies can 
be demonstrated to the satisfaction 
of the courts by circumstantial 
evidence: 

1. When competitors maintain 
identical delivered prices; 

2. When these identical prices 
fluctuate identically; 

3. When there is a central 
source of rate information to 
which competitors report and from 
which they obtain data. 

The malt and ice cream cases 
were quite similar. In each, dom- 
inating portions of the industry 
maintained identical prices; a trade 
association collected and distrib- 
uted current price data, and prices 


were maintained 
identically. 

The Milk and Ice Cream Can 
Institute, together with a group 
of firms that manufacture prac- 
tically all of the ice cream and 
milk cans used in the U. S., had 
been ordered by the FTC in Sep- 
tember, 1943, to discontinue a 
conspiracy to maintain equal 
prices. 

The court found all of the above 
factors at work, and in addition 
suspected evidence of conspiracy 
in the meticulous interest in 
standardization displayed by the 
institute and the industry in gen- 
eral. It may be argued that much 
of this effort was to comply with 
various governmental regulations 
and for health purposes, the court 
said, but the fact still remains that 
it was easier to reach the goal of 
uniform prices on a standard prod- 
uct than on one which was not. 

The maltsters’ case, arising from 
an FTC order issued in August, 
1943, contributed even more spe- 
cifically to the hard-boiled atti- 
tude toward price fixing involved 


or fluctuated 
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jin recent basing point cases. Hers 


a standardized product, produce 
largely by 18 firms concentrate | 
in Wisconsin and Chicago, haj 
been selling at identical delivere j 
prices. 

The telegraphic reporting sys- 
tem maintained by the Maltsters 
Association was particularly score | 
by the court. 

The court rejected the maltster.’ 
reference to the maple flooring 
case, where the government ha | 
been unable to prove conspiracy 
involving a trade association. In 
that case, the court said, evidence 
failed to establish uniformity, and 
it was not seriously urged that any 
substantial uniformity in price had 
resulted from the association’s ac- 
tivities. 

Even in that case, the court said, 
it was recognized that activities of 
a trade association were illegal if 
they resulted in concerted action 
to lessen production arbitrarily or 
to raise prices beyond the levels 
of production and price which 
would prevail if no agreements or 
concerted action ensued. 
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1. The Most Revealing Home) | 


FAMILY HOME DEPARTMENT 


PARENTS MAGAZINE, 


52 VANDERBILT AVENUE 
NEW YORK 17, N.Y. 


THE FACTS ARE IMPORTANT...because the WPB 
found, in its survey conducted in April 1944, that of those 
who said they would build or buy a home when materials 
and manpower are available, two-thirds were families with 
children. 


THE FACTS ARE RIGHT..because oNnLY families with 
children definitely planning to build, buy or modernize a 
home in the near postwar period were included in this com- 
prehensive nationwide survey. Wishful thinking and “blue- 
sky” dreaming were completely eliminated. Many of these 
families have already bought lots, or have a substantial por- 
tion of the cash for their home set aside, or both. We believe 
this is the most helpful home building survey ever made— 
going more deeply, more intimately into the needs and wants 
of families with children. It discloses a demand for many un- 
suspected needs in new houses which are not now provided 
to families who are the largest home-building market. 


THE FACTS ARE YOURS-Yov'l find them inval- 
uable helps—if you sell building materials or home equipment 
...if you are a builder or contractor. 


THE FACTS ARE FREE~Get your.copy of the Parents’ 
Magazine Home Building Survey Book, 
Homes Do Families With Children Want.” Call or write: 
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Peterson Becomes Head 
of U. S. Tobacco 


Jonathan Whitney Peterson has 
een elected president of United 
tates Tobacco Company, New 
York, succeeding the late John M. 
DeVoe. Mr. Peterson is the third 
‘esident of the company, and is 
the son of its first chief executive, 
Jonathan Peterson, elected at the 
‘me of its organization in 1911. 
he company manufactures Dill’s 
Best and Model smoking tobaccos, 
ad Burton, Red Seal and Copen- 
hagen snuffs. 


Three New Sponsors 
on Yankee Network 


Megowen-Educator Food Com- 
pany, Lowell, Mass., bakers of 
Crax, will sponsor the 8 a.m., EST, 
edition of the Yankee Network 
News, Mondays, Wednesdays and 
Fridays on the entire web. Agency 
is Duane Jones Company, New 
York. Shedd-Bartush Foods, Inc., 
Detroit, has signed for minute 


participations in the Yankee Net- | 


work News Service, Tuesdays, 
Thursdays and Saturdays. Agency 
is Fred M. Randall Company, De- 
troit. F. H. Snow Canning Com- 


pany, for its New England clam| 
chowder, has signed to sponsor | 
participations in the 1 p.m. edition | 
of the Yankee Network News 
every Thursday. 


Russell Reed Named 


Russell A. Reed, former eco- 
nomic consultant and commercial 
adviser in the Office of Inter- 
American Affairs, has been ap- 
pointed vice-president and general 
manager handling foreign sales of 


the General Implement Export 
Corporation, affiliate of General 
Implement Corporation, Cleveland. 


‘True’ Issues New Rates 


True magazine has issued new 
advertising rates based on a 30% 
increase in guaranteed circula- 
tion from 500,000 to 650,000. Rates 
become effective with the July, 
1946, issue, full page in black and 
white costing $1,625, and full page 
in four colors, $2,275. 


WGRC Names Walker 


WGRC, Louisville, Ky., has ap- 
pointed the Walker Company, New 
York, as its national representa- 
tive. 


Stores Will Get 


Brushes Soon 


New York, Jan. 30.—American | 
Safety Razor Corporation, which 
early this month announced a 1946 
advertising budget of $2,600,000— | 
an inerease of $1,000,000 over last | 
year—has already begun distribu- | 
tion on the first of its postwar | 


products—the Ever-Ready Nylon-| 


Lucite shaving brush. 

The company claims that the 
new composition bristle will be 
equally as good as badger hair or 
Asiatic bristles. The brush will be 
marketed, as will most of the new 
items to be introduced this year, 
through the same _ distributive 
outlets formerly used, embracing 


fits 


|Company, New York, is 


Gem reversible razor, entire pro- 


|duction of which has gone to the 


Nylon Shaving | 


armed forces during the war. The 
|new two-edge reversible, which 
only the Gem Micromatic 


razor, sell at 25 cents per package 
of five blades, a reduction of 10 
cents from the prewar package. 


Cigaret Lighter Coming 


A new-type cigaret lighter, 
which will operate with one finger 
movement, is expected to be ready 
for trade distribution for the fall 
season, to be followed in early 
1947 by promotion of a new type 
of picture-taking device which, it 
is said, eliminates the box-type 
camera through the use of a de- 
mountable lens which would be 
attached to a replaceable film disc. 

The company’s soap and cos- 
metic subsidiary, Lightfoot Schultz 
keeping 


nearly 1,000,000 retail stores, Dis- | pace with the parent outfit by re- 
tribution on this, as on other prod-| Jeasing a new Avaderma dry skin 
ucts, will be allocated among cus-| treatment combination which in- 
tomers, with free selling expected | cludes Avaderma soap, dry skin 


to take place late in the year. 


balm and dry skin cream. These 


American Safety Razor will re-| products are now being released 


sume distribution in April of the! in 


the metropolitan New York 
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THE 


PARENTS’ MAGAZINE 


EXPANDABLE HOMES PROGRAM 


for your free copy. 


Down-to-earth help for home-hungry families! 


Six leading architects have been engaged by Parents’ 
Magazine to develop, from the findings of this survey, a 
group of practical plans for homes which meet the dis- 
tinctive needs, the desires and financial ability of families 
with children everywhere. Each one of the Parents’ Maga- 
zine home plans is expandable—allowing for harmonious 
expansion at minimum cost as the family grows. Each one 
of the Parents’ Magazine Expandable Homes is adaptable 
to all kinds of building materials and architectural treat- 
ment. The program will be powerfully publicized in 
Parents’ Magazine, America’s most trusted counsel for 
tamilies with children. 


YOU CAN SECURE THE PLANS...to help make the homes 
you build more desirable—to help you sell building mate- 
rials or home equipment. 


YOU CAN TIE IN PROFITABLY — The Parents’ Magazine 
Home Building Survey Book tells you how. Write today 


825,000 PROGRESSIVE AMERICAN 
FAMILIES READ PARENTS’ MAGAZINE 


for guidance in bringing up their children. And they look 
to Maxine Livingston, Family Home Editor, for help in 
creating suitable homes for their children to grow up in; 
homes that are comfortable, efficient and easy to care for. 
Requests for home building advice have poured in so fast 
during the last few home-hungry years that Mrs. Liv- 
ingston decided to do something about it. The Parents’ 


Magazine Survey and Expandable Homes Program are 


the result! 
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INSTITUTE, INC. 


52 VANDERBILT AVE., NEW YORK 17, N.Y. 
CHICAGO + BOSTON + ATLANTA + SAN FRANCISCO 


PARENTS’ MAGAZINE * BABY CARE MANUAL * YOUNG 
MOTHERS * SCHOOL MANAGEMENT * PREDICTIONS 
THE PARENTS’ JUNIOR QUALITY GROUP 


CALLING ALL GIRLS * CALLING ALL BOYS * CALLING ALL 
KIDS * POLLY PIGTAILS * TRUE AVIATION PICTURE-STORIES 
SPORTS STARS * TRUE COMICS * REAL HEROES * FUNNY BOOK 
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|area, with early national sales an- 
| ticipated. The subsidiary’s Royal 


|Oak men’s toiletries, which were 
first placed in stores last fall, have 


sold on a quota package basis, and 
| practically every store reorders, 
| the company reports. 


| eee 
| ° . 
‘Hector Perrier Joins 


Advertising Council 


| Hector Perrier, for two years 
with the national waste paper 
salvage and wood pulp campaigns, 
has joined the Advertising Council 
as staff manager on U. S. Treas- 
ury campaigns, succeeding Guy 
Lemmon, who was in charge of 
bond drives and interim Treasury 
campaigns for the council through- 
out the war. For 12 years director 
of press relations and lecturer on 
journalism at New York Univer- 
sity, Mr. Perrier was also OWI 
regional director of the New York- 
New Jersey area. 

Herman Hettinger, director of 
editorial extension, Crowell-Col- 
lier Publishing Company, has been 
appointed coordinator for the 
economic stabilization campaign. 
Formerly deputy director of OWI’s 
domestic division, he was active 
in the planning and supervision 
of this program during the past 
two years. Batten, Barton, Dur- 
stine & Osborn, New York, con- 
tinue as volunteer agency on the 
campaign, with Douglas Meldrum 
representing the council staff. 


Starts New Wine Drive 


| Cameo Vineyards, Fresno, Cal., 
\is currently featuring its new line 
| of Croix Royale Premium wines in 
;newspapers in 30 cities in eight 
| States. The campaign, carrying the 
\signature of the local distributor 

and using the slogan “For Your 
|Royale Pleasure,’ is backed by 

dealer broadside promotion and 
| point-of-sale material. Botsford, 
|Constantine & Gardner, San Fran- 
| cisco, is the agency. 
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Selling Promotion to Salesmen 


One of the real difficulties fac-|them. When they can’t even begin 
ing advertising managers and/to supply the existing demand, 
agency executives these days is|many of them ask, why should the 
the problem of selling advertising | manufacturers induce additional 
and promotional plans to salesmen | buyers to come into their stores? 
and dealers. The situation is a difficult one, 

Any adman whose current job| but one which must be handled 
includes the necessity for appear-|deftly and intelligently. Some- 
ing before his Own or his client’s|how the salesman and the dealer 
sales staff and “pepping them up” |must be made to understand and 


over his new advertising campaign | believe that aggressive promotion 


has his work cut out for him.|is more essential for most lines | 
Salesmen look at the gorgeous|now than it has ever been, and) 
color pages, the magazine ads, the that whatever temporary incon- | 
radio program and the pees | Seeman are caused must be) 
tional tie-in material with a fishy | borne in the knowledge that stop- | 
eye, and insist that what they need | page of promotion and advertis- | 
right now is more merchandise, | ing might be fatal for both. 
not more advertising. | We have had a sellers’ market | 
When the merchandising men for so long that most salesmen and | 
go out to steam up the dealers/retailers have forgotten how | 
about the new creative brain-|quickly such a_ condition may | 
child, their lot is even harder. | change. It is our own belief that | 
Dealers handling lines which are 


if the labor situation | 
in long demand and short supply 


irons itself | 
out quickly, as now seems possible, | 


c 


10 Cents a Copy, $2 a Year | 


are likely not only not to want ad- | 


ditional advertising at present, 
but in many cases to oppose it 


actively. The better it is, they say, | 


the harder it will make things for 


for a lengthy discussion in any 
gathering of newspaper advertising 
men—the local and national rate 
differential. 

Now, however, although much 
weightier problems, particularly 
the continuing shortage of news- 
print, are present, the local-na- 
tional issue is again coming to the 
fore. 

In considerable measure, discus- 
sion of this problem has been in- 
duced by the current efforts of one 
of the major tire companies to 
place its advertising in newspapers 
over the names of all local dealers, 
including independent 
well as manufacturer-owned out- 
lets, at the retail rate. From what 
we hear, the effort is a decidedly 
serious one, with newspapers be- 
ing told point-blank in some cases 
that this advertising is to get the 
local rate, or else. 


stores as 


Attempts of this kind to force 
newspapers to accept business at 
local rates 
before the 
rence was to be expected. 


not uncommon 
and their recur- 
But 


were 
war, 


the transition from sellers’ to buy- | 
ers’ market conditions may come | 
so quickly—and so soon—that it 
will make a good many people’s 
heads swim. 


|that one or more of the depart- | 
ment store chains is likely to go 
into the business of selling auto- 
mobiles, are beginning to see some 
real problems ahead. New car ad- 
vertising, no matter by whom it 
was placed, has always taken the 
national rate, but if local chain 


| 


"The sales department has just figured out how to sell refrigerators." 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 


VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 
No. 2607. What the Factor, 


Worker Really Thinks. 

This folder, issued by McGraw- 
Hill Publishing Company, contains 
a reprint of the second of two ar- 
ticles (it appeared in the January 
issue of Factory Management and 
Maintenance) based on the pub- 
lication’s second annual survey of 
the attitudes of workers in the 
manufacturing industries about 
| productivity, nationalization of in- 
| dustry, and labor in politics. 


| No. 2608. 1946-1948 Building, Res- 
| idential—Commercial—Farm. 


American Builder has _ issued 
|this 34-page booklet, which de- 
|scribes the building industry as 
| it normally exists and points out 
what factors will change norma) 
| practices and to what extent 
| Tables, charts and text provide 
estimates of sales potentials in 


Pepsi-Cola Company 


Scientific Argument 
The American Weekly 


and 
Ladies’ Home Journal are cur- 
rently engaged in some sort of 
mild controversy over a gentleman 


named Bogomolets. Seems that 
the Journal published an article 
in its December, 1945, issue about 
the bone marrow serum developed 
by Prof. Alexander Alexandro- 
vith Bogomolets. The article was 
written by William L. Laurence, 
science reporter for the New York 
Times, and as part of its blurb 
the Journal said something about 
its being logical for Laurence to 
“be the first to report this amaz- 
ing Russian discovery.” 

With this statement American 
Weekly’s hard-driving Mortimer 
Berkowitz takes issue, pointing 
out that a two-page spread on the 


'Bogomolets serum appeared in the | tion 


A Problem for Newspapers | 


Very little has been heard dur- | newspaper men faced with the tire} this 
ing recent years of one of the| company attitude mentioned above, | serum to be brought to the Ameri- 
situations which used to be good! plus rather substantial indications | can public. 


July 30, 1944, issue of The Amer-| 


ican Weekly, and asserting that | 


was the first news of the | 


Churchmen Pickets 

On Jan. 23, 11 Protestant clergy- 
men joined a CIO picket line at} 
the East Boston plant of the Gen- 
eral Electric Company. One of 
these gentlemen, the Rev. William 
B. Spofford of the Church of the 
Good Shepherd, in explaining his 


outlets should begin sandwiching 
new car ads in among the dresses, 
housefurnishings and_= groceries 
currently featured in their ads, a 
good deal of confusion is likely to 
result. 

It is our belief that ultimately 
the question of the rate differ- 
ential will have to be solved satis- 
factorily, and everyone would 
agree that the sooner it is solved, 


| 


l the better. However, we most cer- | 


itainly do not recommend its solu- 


ition, even in part, by the applica- | 
‘tion of pressure by individual ad- 
vertisers on individual newspapers. | 


Such a course, it seems to us, is a 
|serious step backward in the pur- 
chase of advertising. If a solution 


is to be reached, it should be| 


|worked out logically and fairly 
without pressure from anyone. 


reasons for picketing told the New 
| York Times: “We think that the 
|}moral issues in these temporary 
|strikes are of such a nature that 
we must bear witness. We don’t 
have enough money for full-page 
|ads in the papers.” 

| It is indeed a topsy-turvy world. 
| While the Episcopalian, Unitarian 
and Methodist clergymen marched 
j}on the picket lines with placards 
and armbands, and commented on 
the role of institutional advertis- 
ing, the brothers Earl and William 
Browder were setting themselves 
up in business as “advertising 
agents.” Brother Earl was re- 
cently secretary of the Communist 
| Party. 


_ : 
Subscription Shenanigans 

| We have an acquaintance (fe- 
'male) whose subscription to The 


»| New Yorker this year was evidently | 
| True Magazine)” ... 


filed under “new subscriptions” 


_by their direct-mail approach and | percentage of 
is afraid of being cut off the list| represent, and the yearly average 


/an unusual opportunity to 


| residential, commercial and farm 
construction 1946-1948. 
No. 2609. Best Residential Areas. 

Detroit’s residential areas are 
|laid out in this map, which is 
Supplement No. 1 to the Detroit 
instead of “renewals” because she | free Press Marketing Map of the 
still receives almost weekly pro-| Detroit Area. Best, above average, 
motional pieces urging her to re-| average and below are identified. 
new. This, she says, fills her with | 
sly glee, particularly when her No. 2568. Where Is Your Biggest 
paid-for copy of The New Yorker Market? 

“Your biggest market,” families 


arrives in the same mail as one of 
the magazine’s exhortations to, with children, is discussed in this 
pay up. “Their stuff is so slick, miniature booklet, issued by Par- 
so clever, so intimate,’ she says,| ents’ Magazine. The material 
“and all the while I think to my-| starts with a picture graph which 
self that they’re not fooling me at! pigeonholes the five basic mar- 
all. I already bit!” kets and indicates their relative 
This same lady once subscribed| importance as consuming units. 
to Fortune, but has failed to re-| The following pages go into de- 
new her subscription for the past | tail on each group, showing what 
two years because she is fascinated | percentage of all buyers and what 
population they 


if she subscribes. “Such beautiful| of their expenditures. 
paper!” she says. 

What, if anything, the circula-| No. 2590. 
departments can do with} Market Outside of Detroit. 
exotic cases like this is something Market data is arranged in 
we decline to speculate about,| joose-leaf, file-size sheets in this 
other than to quote another well-| folder, issued by Booth Newspa- 


known publisher: “Never under-| pers, Inc., which includes the eight 


Covering the Michigan 


estimate the power .. .” Michigan cities outside of Detroit 
" covered by Booth papers. The 
Jottings |material devoted to each city 


Workers in the Encyclopedia | 
Britannica vineyards not only have 
im- 
prove their knowledge of this and 
that, but with a new holiday pro- 
gram which includes Lincoln’s and 
Washington’s birthdays and Armis- 
tice Day as well as the more 
conventional days off, they’ll have 
another reason for lording it over 


shows a map of the trading a! 
and circulation coverage of t) 
paper, with population, retail ou'- 
lets, business indexes, etc. 


No. 2532. Vitamins. 

This brochure contains a 1 
port of a survey, conducted 
the market research division 
Modern Medicine, of physicié 


mens os 


their friends in less intellectual ‘selected from the _ publicatio 
fields. In Chicago, where the| mailing list as representing "© 
Britannica’s office is located, the accurate cross-section of medi a! 


three days mentioned above are| 
just like other week days for most 


practice in the U. S. from ‘3 
'standpoint of population, speci '- 
office workers. . . ties, etc. The material covers '” 
Chicago’s Bismarck Hotel, with | detail the types of vitamins p 
a long-established policy of send-| scribed by various classes 
ing novelty birthday cards to | physicians for various conditi: 
guests and patrons, has developed land includes a breakdown 
a series of 12 flower cards for this | questionnaire replies by popu ~- 
year, each month’s card emphasiz- tion. 
ing the flower that is traditionally 
accepted as the flower of the | No. 2600. Copy Testing Plan. 
month... | Details on the Grit plan 
The following press release, from | testing up to four advertiseme! ° 
Fawcett News Service, undoubt-|in one,issue are contained in tl * 
edly sets some sort of record. It|new folder, issued by the public - 
is quoted in its entirety: “A man|tion. The folder shows examp) 5 
wrapped up in himself makes a| of such tests, mechanical requir - 
small package. (Bill Williams, | ments and a list of advertisers u 
|ing the service. 
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Tell the people who tell the world 


Dies Langton's sales ability gives him an income as big 
as that of the president of his company. 


And his personality makes him a powerful influence even 
when he isn’t consciously ‘‘selling.’’ In his business, at 
his club, in civic affairs or on the golf course, men pay 
close attention to what he has to say, ask for and 


follow his advice. 


Such business leaders are typical of the influential people 
who look to Newsweek for news reported accurately and 


interpreted without bias. 


If you have a new product or service to sell these are the 
leaders you must reach. They are the important top-of-the- 
market — the people with the imagination to appreciate 
the possibilities in your new ideas — the people with 
the means to try them —the people who _ influence 


others and start trends. Talk to them through Newsweek. 
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Modify Price Rules 
and Boost Output, 
Namm Says 


Chicago, Jan. 29.—Price control 
should not be dropped at once, but 
it should be amended in order to 
spur production of essential goods, 
Benjamin H. Namm, president of 


sociation, declared here yesterday 
at the opening of Chicago’s first 
postwar apparel market. 


The OPA, Mr. Namm warned, | 


is ham-stringing production of 
these essential goods by refusing 
to recognize the increased costs 
of manufacturers throughout the 
country. Speaking for the asso- 
ciation, he said: 

“As retailers in daily contact 
with the public, we fully realize 
that national disaster would re- 
sult from serious price inflation. 
Ever since 1939, when the war 
began in Europe, we have been 
in the very forefront of the fight 
to keep prices down. 


‘More Real Jobs’ 


“We maintain, however, that the 
greatest single need of our nation 
today is increased production of 
all kinds of goods so that the long 
deferred needs of our civilian 
population and of our returning 
veterans may be filled and, in that 
way, more real jobs provided. 
Every academic theory which ob- 
structs this vital production must 
give way to this great need.” 

Major Namm, who also heads 
one of Brooklyn’s largest depart- 
ment stores, cited as an example 
the experience of Climax Hosiery 
Mills, Athens, Ga., which appealed 
to OPA in vain for an increase in 
prices to cover increased produc- | 
tion costs. OPA, he said, sug-| 


gested that Climax “call it a new 
number—mix a little used nylon 
in the heels and toes.” Major 
|Namm said he agreed with Time 
| magazine in describing this prac- 
| tice as “dishonest nonsense.” 


| Distribution Next Problem 


| Our capacity for manufacturing 
_goods has been virtually doubled 
jas a result of the war effort, the 


| the problems of reconversion are | 
|overcome, “the No. 1 problem of| 
the National Retail Dry Goods As- | 


| NRDGA president said, and once} 


our country 
tribution.” 
Despite war stringencies, he de- 


will be that of dis- 


clared, “there never was a time 
when the consuming public 
seriously suffered from the lack 


of needed merchandise,” and this 
achievement of maintaining a sup- 
ply of civilian goods came about 
through “the most diligent, re- 
sourceful and painstaking effort, 
topped off by the greatest dem- 
onstration of producer-distributor 
teamwork that the industrial ma- 


chine of our country has ever 
known.” That same teamwork will 
be needed, he added, in distribut- 
ing a myriad of postwar goods 
and thus creating more jobs. 

With registrations for the spring 
apparel market reported up 35% 
by the Merchandise Mart, buyers 
soon discovered that supplies still 
are tight and that manufacturers 
are continuing to use the familiar 
wartime quota systems in dis- 
tributing available goods. 

Similar shortages were noted at 
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the giftwares and individual trai 
shows in Loop hotels, also being 
conducted this week. 


Barbara Lee to Colton 


Barbara Lee Chocolate Cor.- 
pany, Jamaica Plain, Mass., make 
of packaged popcorn and Qu 
Snak peanut butter sandwich: 
Pretzel Stix, chocolate wafers an 
salted nuts, has appointed the Bc 
ton office of Wendell P. Colt 
Company to handle its advertising 
Newspapers and subway poste 
| will be used. 


During the last season before gaso- 
line rationing more than 113,000 win- | 
ter sports enthusiasts visited the Alta | 
and Brighton ski areas, 45 minutes | 
from the heart of Salt Lake City. 
These and many other nearby areas, 
where skiing is enjoyed from Novem- | 
ber to June, are now being devel- | 
oped further to accommodate the 
growing number of persons who want | 
fine skiing close to a metropolitan | 
city. The money they spend means 
good business for Utah merchants | 
and service concerns—good business | 
for everyone who sells in the Utah 
market. 


Local Advertisers 
Know KDYL Brings 


Results 
Utah's diversified resources assure 
substantial buying power. Local and 
<a national advertisers 
TAR Sto have found by ex- 
perience that they 
get results when 


they use KDYL, the 
station most Utahns 
listen to most. 


National Representative: John Blair & Co. 


LOWARDS 
CcSmTH 


THE IRON AGE « 
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DEPARTMENT STORE ECONOMIST «+ 


CHILTON CO 


Chestnut at 56th Sts. 
Philadelphia 39, Pa. 
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BOOT AND SHOE RECORDER * 
THE SPECTATOR LIFE INSURANCE N 


MPANY, (Inc.) 


100 East 42nd Street 
New York 17, N. Y. 
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Form Brady-Parkinson; 
[wo Join Staff 

Richard Brady, previously ad- 
ertising manager of Whiting- 
lover Paper Company, Stevens 
int, Wis., and Paul Parkinson, 
n the advertising field for many 
ears, have formed their own 
gency, Brady - Parkinson Com- 
vany, at 44014 Main St., Stevens 
Point. 

Allan Thomas, formerly head of 
iis own agency, has been appoint- 
d art director. Dorothy Roshak, 
yreviously in the advertising de- 


partment of Allis- Chalmers Mfg. 
Company, has been named art and 
production assistant. 


Two Appoint Metcalf 


Paramount Line, Inc., Provi- 
dence, R. I., manufacturer of 
trademarked greeting cards, and 


Walton & Lonsbury, Attleboro, 
Mass., have named George T. Met- 
calf Company, Providence, to han- 
dle their advertising. Allen 
Campbell, formerly with Gordan 
Schonfarber & Associates, Provi- 
dence, has been appointed produc- 
tion manager of the agency. 


26 Agencies Split 
Honors for 1945 
Wartime Awards 


New York, Jan. 31.—Twenty-six 
advertising agencies were respon- 


winners of the 1945 Wartime Ad- 
vertising Awards, 


Advertising & Selling. 


Young & Rubicam and McCann-| 
Erickson, Inc., each had 12 ads 
chosen, followed by N. W. Ayer & 
Son and Batten, Barton, Durstine 
& Osborn, 10 each. 

Benton & Bowles had nine win- 
ners, Newell-Emmett eight, and 
Kenyon & Eckhardt, Doherty, Clif- 


sible for preparing the 100 adver- |ford & Shenfield, J. Walter Thomp- 
tisements selected by the Annual | son Company and LaRoche & 
Advertising Awards jury as the| Ellis, three each. 


Two were chosen from Leo Bur- 


sponsored by/|nett Company, Wm. Esty & Co., 
| J. M. Mathes, Inc., Foote, Cone & 


ee ee a cee sles eae tata siememiiie atiadialiid atin merece 


Thomas Jefferson, in his Inaugural Address of 
March 4, 1801, outlined the principles that had 
guided the new nation through an age of revo- 
lution and reform. Heading Jefferson's list 


was: "Equal and exact 


whatever state or persuasion... 


justice to all men, of 


Today, one hundred and forty-five years later, 


we are in great need of 


a reaffirmation of this 


basic principle. For, as Reconversion is slowed 


to a walk by industrial 


strife, we are shown 


again that the scales of Justice are tipped 
heavily in favor of a vociferous, highly organ- 
ized minority that has been granted, under the 
law, special privileges that are a direct contra- 
diction of a fundamental American principle. 


We, at Chilton, believe that the words ''collec- 
tive bargaining’ can never mean what they 
say until this special privilege has been elimi- 
nated — UNTIL ALL MEN STAND EQUAL 
BEFORE THE LAW. And we believe that 
Reconversion should include — to guarantee 
success must include—a return to the princi- 
ples of equal and exact justice outlined by 


Jefferson. 


2URNAL AND REVIEW OF OPTOMETRY «+ 


CTION °« 


Chilton sources and influence are 
world-wide. Together with another 
publisher, Chilton Company, (Inc.) 

has an equal interest in Business 
Publishers International Corp., 
publishing THE AMERICAN AUTO- 
MOBILE (Overseas Edition); EL 
AUTOMOVIL AMERICANO; IN- 
GENIERIA INTERNACIONAL IN 
DUSTRIA; INGENIERIA INTERNA 
CIONAL CONSTRUCCION: and 
EL FARMACEUTICO, 


CHILTON 


a. 


THE JEWELERS’ CIRCULAR-KEYSTONE « 
THE SPECTATOR PROPERTY INSURANCE REVIEW «+ 


AUTOMOTIVE AND AVIATION INDUSTRIES 
DISTRIBUTION AGE 


15 


Belding, Fuller & Smith & Ross and 
Compton Advertising. Ten agen- 
cies each had one—Brisacher, Van 
Norden & Staff, Lennen & Mit- 
chell, Ruthrauff & Ryan, D’Arcy 
Advertising Company, Geyer, Cor- 
nell & Newell, St. Georges & Keyes, 
Roche, Williams & Cleary, Zim- 
mer-Keller, Inc., Albert Frank- 
Guenther Law, and Federal Ad- 
vertising Agency. 

Five of the winning ads were 
placed direct by the advertisers 
with no agencies involved. 


Best Foods Sells 
Standard Milling 


Best Foods, Inc., New York, has 
sold its wholly -owned Delaware 
subsidiary, Standard Milling Com- 
pany, complete with Hecker’s, 
Ceresota and Aristos flour brands, 
to an Illinois corporation being 
formed by J. C. Beaven, president 
of Standard, and W. C. Engel, vice- 
president. 

Best Foods’ self-rising cake flour, 
Presto, and cereal business are not 
affected. Newspapers and car 
cards have been used chiefly to 
promote the flour brands. 


Put the 


FROSTING 


on Your “FARM 
ADVERTISING” 


—by using 
Better Farming 
Methods 


to Reach the 
Influence Market 
of the Farm Field 


What would you give to make your 
product favorably known to County 
Agents, Agricultural Teachers and 
Extension Leaders throughout Amer- 
ica? Better Farming Methods is the 
“Business Paper” of these leaders. 
Here your advertising message will 
be read and remembered. You will 
be surprised to know how econom- 
ically you can cover this “Influence 
Market” by using space in Better 
Farming Methods. 


FARMIN 
METHODS | 


_ WATT PUBLISHING 
“MOUNT MORRIS, IL 
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FTC Decides to Make Friends 
—And Preserve Its Power 

Washington, Jan. 31.—Although 
the Reece bill paring down the 
powers of FTC may never emerge 
from the House interstate com- 
merce committee, industry resent- 
ment of the commission’s aloof- 
ness has penetrated to the point 
where the commissioners probably 
will take the time in the future 
to write opinions supporting major 
decisions. 

Commissioner Robert Freer re- 
portedly expressed his sympathy 
with this proposal at a meeting 
of the drug, food and cosmetic 
bar in New York last week. Other 
commissioners, now that they have 
legal clerks to assist, will undoubt- 


By STANLEY E. COHEN, Washington Editor. 


edly go along in the interest of 
maintaining the peace. 

FTC’s desire to make friends 
was further exemplified in Chi- 
cago this week by the new Re- 
publican appointee, Commissioner 
Lowell Mason, who reminded a 
trade practices code meeting of the 
Associated Equipment Distributors 
that they were assembled volun- 
tarily. “You did not come here 
by reason of a directive, although | 
there has been plenty of that in 
the past,” he said, adding, “You 
will not even be lectured.” 


* * & 


Atty. Gen. Tom Clark’s decision 
to have the highly publicized FBI 
handle anti-trust investigations 


may be the last straw for some of 


the young firebrands who have 
made up the back-bone of the Jus- 
tice Department legal staff since 
the days of Thurman Arnold, Al- 
ready convinced that the Attorney 
General is holding back on new 
anti-trust prosecutions, these men 
complain privately that the new 
assignment ts over FBI’s head. 
They point out, for example, that 
it took a specialized lawyer-econo- 
mist six years to weave the back- 
ground of the Hartford-Empire 
patent case. 


Despite White House approval of 
a Wage boost for federal workers, 
the exodus of competent men is 
not likely to stop. Truth is that 
morale of professional government 
people is shattered by callousness 
in recent Presidential appoint- 
ments. Two White House inti- 
mates were recently elevated to 
the RFC, and another nominated 
as Under’Secretary of Navy. Mean- 
while professionals like hard- 
working NHA chief John Bland- 
ford got shipped off on unsolicited 


trips to China just as their agen- 
cies emerge from wartime hiatus. 
% * 

The Commerce Department is 
working on a “National Building 
Code” which can be modified to 
fit the requirements of communi- 
ties anywhere. When it finally 
emerges, it may become a potent 
tool for those fighting to modernize 
building codes in the interest of 
eliminating feather-bedding. 

* * * 

Rutin, known for over a cen- 
tury, has turned out to be a 
“miracle drug,” capable of help- 
ing those with high blood pressure 
associated with capillary fragility. 
Moreover, the Department of Agri- 
culture has discovered that buck- 
wheat farmers are going to be the 
suppliers of rutin. From experi- 
ments, Agriculture discovered that 
$10 worth of buckwheat produces 
as much rutin as once was ob- 
tained from $1,000 worth of 


tobacco. 
* co * 


Republican Rep. Richard Wig- 
glesworth made FCC Chairman 
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Nor until recently did any but engineers 
know or care that far too much of a sta- 
tion’s power was being wasted in useless and 
objectionable skywaves, and even the engineers 


didn’t think 
That was before WKY proved that an 


antenna could be designed and built to squash 
down skywaves and concentrate them along 
the ground. 

The “pancake” radiation pattern produced 
by WKY ’s revolutionary 915-foot Franklin 
double half-wave antenna has increased signal 
intensity 58.5% over conventional quarter- 
wave efficiency at one mile. The intensified 
ground wave has materially increased WKY’'s 
effective coverage and, because of the ex- 
tremely low angle of radiation, the “fading 
zone” caused by interference of ground and 
reflected skywaves has been eliminated. 

To advertisers this all has a very simple and 
important meaning: WKY, always the station 
to which most Oklahomans listened most, is 
reaching more potential customers today than 
ever before. 


REPRESENTED NATIONALLY BY THE 


| 


| 


| 


there was much to be done 


| 


| 


} 
| 
| 
| 
| 


OWNED AND OPERATED BY OKLAHOMA PUBLISHING CO 
The Daily Oklahoman and Times — The Farmer-Stockman— 
KVOR, Colorado Springs — KLZ, Denver (Affiliated Mgmt.) 


KATZ AGENCY 
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Paul Porter mighty uncomfortabl 
before the House appropriation 
committee by accusing him o 
lobbying before the NAB for mor 
funds for the commission. M) 
Porter contended he was merel 
stating a fact when he told NA! 
(and a score or more Congress 
men) that new stations would b. 
delayed unless FCC had more per 
sonnel. FCC got its money. 
* ¥ * 


Public relations? The govern 
ment has 45,700 employes engage: 
in “information work” at an an 
nual cost of $75,000,000, the Bud- 
get Bureau thinks. In fact, thing 


War Department is opening :; 
special school to train public rela- 
tions officers. 


Symbol of Merit 
Keys American 
Radiator Ads 


Pittsburgh, Jan. 30.—Starting in 
February, American Radiator & 
Standard Sanitary Corporation 
will begin its 1946 advertising pro- 
gram with increased use of gen- 
eral, shelter and farm magazines, 
business papers and educational 
media. 

According to H. L. Spindler, 
manager of advertising and sales 


|division manager 


promotion, who described the com- 
pany’s new “Mark of Merit” sym- 
bol, “Our objective is to give the 
public one visual symbol to iden- 
tify everything we make, and to 
establish this symbol as a recog- 
nized standard of quality.” 

Publications to be used include 
American Home, Better Homes & 
Gardens, Farm Journal, House & 
Garden, Progressive Farmer, The 
Saturday Evening Post and Time. 
Agency is Batten, Barton, Dur- 
stine & Osborn, New York. 


Birds Eye-Snider Names 


Suydam Sales Manager. . 


Coe D. Suydam, central division 
sales manager of Birds Eye-Snider, 
Inc., a unit of General Foods Cor- 
poration, New 
York, has been 
promoted _ to 
national sales 
manager, Prod- 
ucts of the Birds 
Eye division in- 
clude Birds Eye 
quick - frozen 
foods and Sni- 
der canned 
fruits and vege- 
tables and con- 
diments. 

Mr. Suydam 
joined the organization in 1930, 
and participated in the first test 
marketing of the product in 
Springfield, Mass., in that year. 


C. D. Suydam 


| Successively he was a retail sales- 


man in Providence, Pittsburgh 
and Philadelphia, becoming branch 
manager in the latter city in 1937. 
He was promoted to eastern sup- 


'ervisor in 1939, division manager 


of branches in 1940 and central 
in September, 
1944. 


Names Gibbons 


J. J. Gibbons’ Toronto office has 
been named to handle the adver- 
tising of Canadian Automotive 
Electric Association, Toronto. 
Automotive papers will be used. 


WIE Stock 
Program for 55.000 


have come to the point where the 
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Photograph Courtesy of American Airlines 


“Git-along-there, little dogie. It’s just about time for that last round-up 
and it looks like we'll hit the market with some mighty fine cattle this year.” 
Yes, the excellent pasture grasses of Oklahoma have produced some of 


the highest grade live stock to be found. Since 1924, Oklahoma's herds 


have increased in value 350%. In 1945 Oklahoma contributed over one 
billion pounds of beef, mutton and pork to the meat supply of the nation, 
while the cash income amounted to $32,000,000. Oklahoma's cattlemen 
have prospered, and a vast market for YOUR product develops when 
you TELL and SELL the people in the Magic Empire on its merits through 
the pages of the newspapers THEY READ! 


OtL CAPITAL NEWSPAPERS 


TULSA WORLD TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO 
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CBS Issues New Program | 
Book for Radio Editors | 


CBS press information has re- 
leased ‘‘Who’s Who in CBS Radio,” 
a red leather notebook listing al-| 
phabetically all programs on the) 
network, both commercial and/| 
sustaining, for use by radio editors. | 
Substitute loose-leaf pages, cover- 
ing all changes, will be mailed 
monthly for insertion in the mas- 
ter copy. 

The information on each pro- 
gram covers type of show, time 
of broadcast, cast, writers, pro- 
ducer-director and music (if any), 
origination point, sponsor and 
agency. 


Revere Heads New Firm 

Tom Revere, formerly  vice- 
president and director of radio for 
Ted Bates, Inc., New York agency, 
has formed the Tom Revere Com- 
pany, at 660 Madison Ave., New 
York, for the creation and produc- 
tion of radio programs. Before 
joining Bates four years ago, Mr. 
Revere was with Benton & Bowles, 
New York, for 11 years, most re- 
cently as vice-president and head 
of the radio department. 


Hill Defends 
Distribution 
Before Marketers 


Cleveland, Jan. 29.—Lyman Hill, 
Servel, Inc., president of the Amer- 
ican Marketing Association, speak- 
ing at a winter meeting of the 
AMA here Friday, declared that 
“it is idle to debate the question 
whether distribution costs too 
much.” 

Mr. Hill pointed out that distri- 
bution will become increasingly 
important ‘as the vanguard and 
protector of the forces of produc- 
tion,’ and added: 

“It is important only to con- 
sider whether distribution ade- 
quately and efficiently performs 
its essential functions. The final 
goal is a sustained high level of 
employment. This involves the 
means to exchange the products 


|of labor for the earnings of labor, 
| to complete the chain of employ- 
/ment and to keep it moving freely, 
| with minimum friction and inter- 
| ruption. You can no more 
| divorce the costs of mass distri- 
| bution from the costs of mass pro- 
|duction than you can decide the 
relative importance of the line 
and backfield of a football team... 


‘Fair Haired Boys’ 


“But we have squeezed about 
as much out of economies of pro- 
duction as is generally attainable. | 
Relatively speaking, we must seek | 
further economies in the distribu- 
tion bracket of costs. If Mr. Bowles 
has his way, it appears that we 
will have precious little elbow 
room in which to get out of the 
strait-jacket. But, in any event, 
the trend of our economy is toward 
the increasing favor of distribu- 
tion ‘engineers.’ They will be the 


fair-haired boys of the period 
which lies ahead.” 

Kenneth Dameron, Ohio State 
University, appealed for more in- 
formation in advertising. He re- | 
commended that ads include more_ 


price information, ‘so the con- 
sumer can decide whether it is 
advantageous to him to pay cash, 
buy in quantity, make use of credit 
or installment buying, or watch 
for cut prices, special sales and 
clearances.” Advertisers might 
well stress their policies on guar- 
antees, their special services, etc., 
Mr. Dameron advised. 


Must Serve Consumers 


The consumer, he asserted, has 
many misconceptions about the 
part distribution and advertising 
play in the economy, and tech- 
nological developments and im- 
proved sales techniques have out- 
distanced consumer buying ability. 
He pointed out, however, that con- 
sumers’ wishes must be served if 
advertisers are to keep the pub- 
lic’s good will, and it is to the 
advertiser’s own benefit to make 
his ads more instructive. 

Mr. Dameron cited with ap- 
proval efforts by the Society of 
Plastics Industry, Radio Manu- 
facturers Association, American 
Standards Association, Safeway 
Stores, General Mills and other 


The JOURNAL crossed a HOE 
with a PEN...and up came 


A NEW 
SECTION! 


PorRTLAND is a city of homes and gardens located in the 
fertile Willamette Valley. Little wonder that even before 
war and victory gardens, the Oregon Journal decided 
that here there was a real need for current authentic 
LOCAL garden information. Hence, early in 1939 The 
Journal began publishing three pages of information 
about gardens and gardening in its own Sunday 
magazine section. Interest in the new feature grew by 
leaps and bounds. Within a year The Journal’s three 
garden pages blossomed into a full blown section. 


Toernpit its new Garden Magazine The Journal selected 
a home-grown garden expert from its own staff, the able, 
long-time Journal editorial and feature writer, Dean 
Collins. For years Dean Collins had spent his off-work 
hours as a dirt gardener. From his Irish ancestors he 
inherited a green thumb. From his Oregon pioneer 


family he inherited a 


knowledge and understanding of 


Oregon soil and climate. Add to this Dean’s skill and 
versatility as a writer, editor, and his ability to select 
a staff of experts, and you have the reason for the 
continued success of The Journal’s Garden Magazine. 


Wuen The Journal crossed Dean Collins’ hoe and pen, 
an outstanding garden section was developed. It is a 
balanced blend of down-to-earth how to do it informa- 
tion and up-to-the-minute news of gardening activities. 
Through it The Journal inaugurated a number of inno- 
vations. One, The Journal's 10 demonstration Victory 
Gardens located throughout the city so Victory gardeners 
could see demonstrations of how to plant, cultivate, etc. 
Another, The Journal’s roving garden counselor— a pro- 
fessional who personally gives specific advice in the 
field and counsels troubled gardeners by phone. 


Tue JourNnaw’s Garden Magazine has continued to grow! 


The climate makes year round gardening possible in the 


Portland Area. . 


.and through its garden magazine The 


Journal tells folks what to do and how and when to do it. 


This section is another home-grown Journal feature that 


has taken firm root in the community. Like so many other 


Journal features, departments and services, it is successful 


because the people who work on The Journal make it so. 


It is the people who staff The Journal who have made it 


Portland’s favorite newspaper with the largest circulation 
in its history, both daily and Sunday! 


JOUR 


NAL 


PORTLAND, OREGON 


Afternoon and Sunday 


Member Metropolitan and 
Pacific Parade Groups 
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companies and organizations t 
standardize labeling information 
and give more aid to buyers in 
various ways. 

AMA members attended session: 
Friday afternoon and Saturda) 
morning on “teaching material: 
in marketing” and teaching prob- 
lems, and attended sessions helc 
here last week at the 105th annua! 
|convention of the American Sta- 
tistical Association. 


Future Volume Uncertain 


At an ASA Friday morning ses- 
sion On consumer expenditures 
and savings, Frank Garfield, mem- 
ber of the board of governors o! 
the Federal Reserve System, and 
George Katona, Bureau of Agri- 
cultural Economics, emphasizec 
that factual information at present 
is insufficient to indicate future 
savings and consumption volume. 

Everett E. Hagen, Office of Wai 
| Mobilization and  Reconversion, 
emphasized that savings are not 
as dependent on the prevailing 
rate of interest as on the income 
'rate. He said that spending is 
| determined chiefly by the amount 
|of durable goods available. ac- 
| cumulation of liquid assets, etc. 

The statistical group Saturday 
|evening elected Dr. Isador Lubin, 
|commissioner of labor statistics, 
| Department of Labor, president. 


‘Mathews Becomes V.P. 


of Snow Crop Marketers 


Martin Mathews, formerly 
southern division sales manager of 
Birds Eye-Snider, Inc., New York, 
has been appointed vice-president 
of Snow Crop Marketers, Inc., 
New York, to direct sales, mer- 
| chandising and promotion of Snow 
'Crop frozen foods in the eastern 
territory. 

Mr. Mathews joined Birds Eye 
|in 1937, serving successively as 
New York branch manager, sales 
| supervisor of northern New York, 
southern district sales supervisor, 
district manager of the Chicago 
area, and southern division sales 
manager. 


‘Farm Journal’ Appoints 
Edward S. Richardson, formerly 
advertising manager of the May- 
tag Company, Newton, Ia., has 
joined the Chicago sales staff of 
| Farm Journal. Ned Costello, with 
the New York sales staff, has been 
named New York manager. 


Joins Erwin, Wasey 


Richard M. Fanning, formerly 
| with WLW, Cincinnati, as directo! 
of food merchandising and trade 
relations, has joined the Seattle 
staff of Erwin, Wasey & Co. as 
merchandising director. 


PRINTING 


AITHORN service is 
Lf ponte matey ead 
Engraving and Printing. You 
can use one or all as required, 
| but all are here ready to serve 
| you. Experience proves that 
there is often a distinct advan- 
|| tage in having your typography 
| done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


& 


Faithorn Corporation 
400 WN. Rush &., Chicage 11, Mineis 


A Complete Day aad Night Service for 
Advertisers and Advertising Agencies 
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MORE men in the refining division of the oil industry 
subscribe to the OGJ than any other publication. 


WHAT AN ISSUE... 


On March 30th, 1946, a “big event’ will take place in Oil Industry Publish- 
ing... Yes Sir! The Oil and Gas Journal's ANNUAL REFINING ISSUE will 
be literally packed with news of interest to every oil man... will discuss 
the ways and means of converting refining facilities from wartime operation 
to peacetime demands . . . will contain an analysis of the problems of refin- 
eries which did not modernize as part of the war program and are now faced 
with the need to adjust operations to compete with those who did . . . and, 
there will be many other articles on timely subjects contributed by outside 
authorities in the industry. 
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Video Text Published 


“Television Show Business,” a| 
new book by Judy Dupuy, has just | 
been published by General Elec- 
tric Company, Schenectady. Con- 
taining 230 pages, with pictures 
and diagrams, the book is a thor- 
ough study of the latest practical 
methods of television production. 
Miss Dupuy is a writer, news 
broadcaster and producer of radio 
and television shows. Her associa- 
tion with WNEW and WBNX, New 
York, and General Electric’s sta- 
tion, WRGB, Schenectady, pro- 
vided the source material for the 
book, which sells at $2.50. 


Wright Promoted 


Ed Wright has been appointed 
New York manager of Pathfinder, 
replacing Arch L. Thiele, who has 
been made director of sales de- 


‘Rockwell Gets Arcade 


velopment and merchandising. 


‘Pearl Joins Hearn; 


Rockwell Mfg. Company, Pitts- Rosenberg Resigns 


burgh, has acquired Arcade Mfg. 
Company, Freeport, Ill., manufac- | 
turer of foundry equipment, hard- | 
ware for the refrigeration indus- | 
try and metal and wood toys. 
Present management of the com-| 
pany will be continued, except 
that L. L. Munn, for many years 
president of Arcade, will retire 
in the near future. 


Approve Eureka Change 


The change of Eureka Vacuum 
Cleaner Company, Detroit, to 


| Eureka Williams Corporation has 


been approved by _ stockholders. 
The new name represents the com- 
bined operations of the company’s 
divisions established following the 
merger last year of Eureka and 
Williams Oil-O-Matic Heating 


Corporation, Bloomington, III. 


John Pearl, for 10 years sales 
manager of the Namm _ Store, 
Brooklyn, has joined Hearn De- 
partment Stores, Inc., New York, 
as sales promotion manager and 
publicity director of the three 
Hearn stores. The appointment, 
effective Feb. 4, covers a new posi- 
tion which will embrace all phases 
of advertising, radio and public re- 
lations. 

Milton B. Rosenberg, with the 
company for 13 years, most re- 
cently as publicity director, has 
resigned. His future plans will be 
announced later. 


Appoints Jacobs 

Cribben & Sexton Company, 
Chicago, maker of Universal gas 
ranges, has appointed the Jacobs 
Company to handle its account. 


BNRF Will Honor 
175 Brand Names 
at Dinner Feb. 5 


New York, Jan. 31.—Certificates 
of public service to 175 brand 
names which have been in con- 
tinuous public use in the New 
York metropolitan area for 50 
years or longer will be awarded 
by the Brand Names Research 
Foundation at a dinner here 
next Tuesday. 

George L. Russell Jr., president 
of John B. Stetson Company, and 
chairman of BNRF, will award the 
certificates to designated officers 
representing the more than 100 
companies which originated the 
brand names. Guest speakers will 
be New Jersey Sen. Albert W. 


Really? 
Show you. 


_ Every newspaper owes its advertisers 


an exact definition of its readership 


Why, certainly! 


What she spends to feed her family is a housewife’s own 


business ... but wouldn't you like 


tiser who shares her secret has knowledge instead ot 


impression to go on when estimating his advertising 


effect. 


Regularly since 1938, the Herald ° 


Home Study has asked readers personal questions . . . 


and gotten frank answers. They 


define our audience exactly: their earnings, their yearn- 
ings, their spending for needs and niceties . . . 


much more. All with accuracy approaching the abso- 


lute. 
. * > 


Thus we can tell you just how much Herald Tribune 


families’ food budgets have soared. Pre-war, half spent 


S13 or more weekly for food used 


are in this bracket. 44.1°% of Her: 


spend $20 or more weekly. Facts like these, telling you 


how you can use Herald Tribune 


packed into every page of the 


NEW YORK 


HERALD 


to know? The adve1 


What are your weekly expenses for food used at home? 


$20.00 and over . 


* $20.00 TO $24.99 


Pribune Continuing 
have enabled us to 


and 


* $25.00 TO $29.99 
* $30.00 AND OVER 


$13.00 to $19.99 . 
* $13.00 TO $15.99 
* $16.00 TO $19.99 


Under $13.00 


$9.99 OR LESS 


° $10.00 TO $12.99. ... . 


at home. Today 4/5 


ild Tribune families 


space profitably, are 


TRIBUNE 


Average Weekly Expenditure 


CONT: 


1944 


44.1% 
21.6 
11.7 
10.8 
35.9 
24.7 
11.2 
20.0 


5.0 
15.0 


. $19.14 


STUDY 
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Hawkes and A. O. Buckingham, 
vice-president of Cluett, Peabody 
& Co. 

More than 100 brand name groc- 
ery products, in use for the past 
50 years, have been reported to 
Paul S. Willis, president of the 
Grocery Manutacturers of Amer- 
ica, following a survey of old 
brands among GMA members. In 
a release listing grocery product 
brand names eligible for the “Fifty 
Year Club,” and their owners 
“thus far certified,’ Mr. Willis said 
the oldest in the GMA list is Bak- 
ers’ chocolate, first introduced in 
1780. 


joins Griswold-Eshleman 


S. L. Huffman, formerly with 
Moser & Cotins, Inc., Utica, N. Y.. 
has joined Griswold - Eshlema: 
Company, Cleveland, as account 
executive. 


O’Brien’s Appoints 

O’Brien’s Ltd., San Jose, Cal.. 
candy manufacturer, has appointed 
the San Francisco office of Gar- 
field & Guild to handle its ac- 
count. 


‘g > 


Industrial 
Stability! 


Reais 


— 


ALBANY 


. 
FOcomesKn / 
j 


POPULATION 
543,000 


EFFECTIVE _ 
BUYING POWER 
$700,000,000 


The Albany Market has been 
little affected by booms o1 
depressions. Widely diversi- 
fied industry has created the 
perfect business balance 
time-tested dependability. 


Equally dependable, and o! 
the 
best reaches 


proven effectiveness, is 


medium which 


this highly productive mar 


ket — The Times-Union, Al- 
bany’s great metropolitan 


newspaper. 


The Times-Union is read 
by over 47,000 families 
each morning, and over 


96,000 families each Sun- 
QWbany 


Times-Uniot 


A HEARST NEWSPAPER 


Represented National. 
pwn 
ADVERTISING SERVICE 
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The Hearst Newspapers 


have always led the crusade for true 


SOCIAL PROGRESS 


‘ 
S 
PANES 


**Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can 
be done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces of 
publicity that public opinion will compel it 


to be done.”’ 


’ 
In the 1880 § the Hearst Newspapers pioneered in 
the movement for an 8-hour day for labor and helped 
to secure one for the ironworkers. 


In 1902 the Hearst Newspapers advocated public 
ownership of certain public utilities to save them 
from corrupt trusts. 


In 1913 the Hearst Newspapers helped to put over 
Parcel Post to protect the public against exorbitant 
express rates, 


In 1916 and in 1918 and 1919 the Hearst News- 
papers succeeded in getting Congress to pass laws 
—later set aside by the courts—barring child labor. 


. , = 
In 1922 the Hearst Newspapers fought for a “living 


wage” for the nation’s railroad workers. 


. ; y 
In 1932 before the New Deal, the Hearst Newspapers 


advocated work relief to alleviate unemployment. 


In 1937 the Hearst Newspapers campaigned for 
more recreation facilities for our children, and 
pointed out that juvenile delinquency is the product 
of community carelessness. 


In 1945 the Hearst Newspapers headlined labor’s 
record of production while at the same time deplor- 
ing the Communist-led strikes of a tiny minority. 


f 


. > ¥ 2 . . am = OG - ‘ ro i 5 , ' . 
a 
— ‘ a ; 
aera aia 
pee. 
j oe 
| ' es 
--.eee IT ais ee ee 
eee 
kk ok oe 
* 7 i 
ye = a 
| : | | | “ BS 
ee ~ ak * et el - 
—— ‘ : 
a a 
Qi W | 
| 
™ ” - : 
e is bi : 
2 os, - 
BS SSSR RE SN SSS SSS SS NN SSCS. 
ee Se Since Son SoS recere SS SS SS a I Sie 
- eS << eee SE EEE Na ORR Sg: Ns oa aga 
Bots eso Rs Sere Sea OSS SO SES Rosset ee SCX . A 2 OSS Boos secenseae: BM sisi 
1 : Be Bee . Ske ee SS Sd ite Se See 33 oe Ronee ox ese eo eB oe Ba] Sid ie : 185 <* y Doms io y “~g< 
Bic RRS NRA Sos PRS Sain eco NN S ONS Fees So NESS BS PSOE RS er RECT ET erp rae Bee : 
Be S a a Stee S55 es ee ce So Ss <> eee pone SSNS es Cee > Oe. eS Sees Sisco Rog <—yy: " | vA an si. Pe esettces % BAL te 
aaNet Si. OSS SS LS Sen RR Ne " Soe <2 RESIN Set oF eke Bete BA AY ' ; ean een Nae 
Bs : Seo Re SSS eo aN ae SX 38 oo. eee: ataene BSS IP 7 © Ly + on. Sh NESS 3 sees Rees a a b= } P. A Y y MAS EE ee 
, . ae ee ee eis cages SSS SSSR Ne sete a eo Cay Pe sien Sie eet Ry 4 € NN et A; Nota tert 
j ; Bre ed Sate “iiattttes eras carats Seer SN Se Oe eee oes On a OS we SSSR CS SINE SSO RSS SY VY Ne ZA eer) . ; i 
Ses aco Ress es aes CON ao ~~ Se Ss °, See A *) (5 | stetety “\ See Kid BS 4 . }' Vis] + WS 
: ‘ 5 Sy Ree “Se ge SSS oe ae SSNS Oe enn aay Meet RSS OO Ne ee XY Ned Restore BS ki A Ceatit yy AF. ag 
| > RRR ete SOS SRN SCR Ss COSTER on 5 eee. ed Date: Sooke \ Sites. Sess NG. 4 Sa | ’ htt Ka ee 7 
. ae a bs eS STS SSeS SS oS Wak SONS BS NS) en ( YT | eee YY NC oe 
- os a i Rn ME ¢ Se Sees Wy SOON Reon Stet ogee Se: SN ag stress Pe ay > 4 om I's ‘ ee és “ap : — a 
<— | ssa stetet atinreareete te, “erates Ra er teetatiate 55 4 dp Scape on Pee hn a , SP INES is p> sates 8 mH Vo im © ” a 
ete gi i cose Seem fees wore . . ws ee pene e', Sot . “s 4? ME oo 4s aio) Giro wii i : *°@. * ee sae 5 =F 
oon | re Seen es mat SSS ea Sere SOs SS . BS oy ae ~~ Soe: Se FA bey ty j He | j ha : o> > re es . 
7 oe es a pace Ree ae SS SS <5 POS a SSO a ay os x Sa a & Al a be A .s oie 8. Soe. ' ee he 
: mates aaginaen ose hae RS SS SOS SOS aly waeeeceN ann ag tae wieta et sy SS Pe oe a ee i : mess a te as he i 
Se eS ee i En See Ses Sse a esyaent oe Ss _ ys: 2 fing Bi BN 3 Mele seat, Be Ys ye : it Se sats < Be mers 
% * itiys Po. Naas << Gi ON ee eae Phe: We, Pagani oe pases Bond Bs Vator A tee Be See oie . 
AE / | ig Se See SERRE Se KS Css Pais ee Se ae Rs th gees egy BS cea aaa a 
, | | sig ee on See we ee Aacacetats Aes, Se ‘ Kista y: Sa Bee: Bho Sees Sees é ee Becta ae Rey Di ces 
| | Seven eee is ee ‘ SSS a. Re ae ASO SS SAREE OES aC) Sse ™" a tstarerete See eet: Ris Bene Se a ee hoe i. _ 
| | a Oe oo SS See Soe See 7 ORR ES RES BE: Sees Bs ee Se ig eee 
» eis trasniee eee oe ee. os Se RR S48 es es ew ort ‘a MN eet USE Res Bs Sees Sek: Hoes BN SO ee eee 
Sather aee te, a | es Se SOS SS reese ope Nair ae Goines Ret Bo Sees Pe Ne oe a 
SOON SRNR Oi a at Loiacono aint >. SS 4 q* IIx i Oe ae “eel og oe po So a hae : 
| | Se Roe ee Fe Wee: 3 we Bias SN Se See C RAN ee Ey Se VEES: oes Poe poe ’ 
3 a ea a a Cae | a Ss aaa. eee ee SOR aps ey hee § TERK Bs ee ye 
2 il Gece \\ eee \\ \ Vis hee SS Oe an og NSE ne | 
; | SORES ee oa Vee s a <f tee SS ae ee ee fog & Ne Ree ae Bes, oe 
' Hy sei" Ms WAS ae oe i ee ~ or age i ed eS aN VES ae on bee " 
i « ome eae \\ See os eS SOO ke, SE ae Sass RES a eee ] 
: Ae \ A & eee a Saeramanaes pian =. igh hi Cee Se SS Oe Be a 
| | Baa Va : : OE : ; Pet SE aX. Neve! SS DON x o Mage = ey BS aes Std < Sete: pies ’ NES te. ia 
€ t Pomme Ve ee Soe ge BS hee a Ses af RRS wy aoe’ os oak i : ae Bx Se % : ee “e 
on ee a “ 7 ER RR WS Senn 3 x SN 8 Rens , ogee , ms i » Neem a are SS os ‘ Ph eae: at ‘ 
VY | ES BRS SoNeneaceNe \ GB owe gee Se . SE a bs ies Bee ‘Sal 
meatal aA as Se RN AS Ws RSE SRN ay RSS S57 % eS in they 2 aa 
Ss dae iti, Aa "NESS PRES RO Sy Se Seacenentcy Sa HS Ns < Ce ESS a aes 
a ate ENS SSN SLSR dered’ tee RX SBS SE ice 4 Cage: Wate 
Se a a Ae nag EAS SRR NN aN 4 J pee a : » MA SS mo th 2 Lets x Day Sa 
AN: SNS SSO as ON ee ate 3 eees cow ghiettets Se ARES Sot bs eA a. 
a a cas es 
S|] RSA SSS REQ RRR 4 ast WSs S ee i : se 
SARA SAS WS Sane AREER EZ Weverse oe Tee Pook SN Re . ATL Oe a 
Sh ss WY \ SEE SS SR o> ssa AY x = WN _ -, i + “F 
3 RE RX NX SSS” } RS S WE : SSR 0-10 pa A pte , ie ee Naser eeetetro tsetse —+— (i es 
. . . POS eT CIN Lh “ SSSI SII Se Se *, Pere i — 
| Sree 7 Sees moe Sircrporacer ES a. waa 
Mint. SO eases Le esertets eS icmen . i 
” SSS SASSO aA fe ‘ PL a 
VER || ge ts a 
: NEW YOR MRICAN. GU _ 
K AMERICAN, AUGUST 5, 1926 7 
< ai i 
ero 
eae 
ge ie : 
| ‘a 
aa 
7 ee | ; F 
5 
j a 
aa seve 
a 
a ee [i 
4 


22 


Snow Crop Will 
Market New Juice 
for Florida Foods 


Boston, Jan. 30.—Florida Foods, 
Inc., processor of a quick - frozen 
orange juice concentrate, is plac- 
ing the product with Snow Crop 
Marketers, Inc., New York, for 
national distribution in retail and 
institutional markets on an ex- 
clusive franchise basis. 

The orange juice, which employs 
one part concentrate to three parts 
water, will be marketed under the 
Snow Crop brand name together 
with Snow Crop’s fresh frozen | 
fruits and vegetables, and will be) 
released within 60 days in several 
key eastern markets. 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


y 990K.C. 


BUFFALO'S | 
AMERICAN | 
BROADCASTING] 
COMPANY — 
STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


x 


gh CEC. 
BROADCASTING 
CORPORATION 


RAND BUILDING, BUFFALO. NEW YORK 


Notional Representotive: FREE & PETERS, INC 


Priced on a competitive basis 
with fresh fruit, the juice is re- 
ported as having “all the qualities 


of taste, aroma and vitamin C of | 
A four- | 


freshly squeezed juice.” 
ounce package yields 
juice, 

Maxon, Inc., New York, agency 
for Snow Crop, also will handle 
advertising for the juice. Adver- 
tising, sales and merchandising 
plans for the Snow Crop products 
will be presented Feb. 2 at a com- 
pany meeting with producers and 


a pint of 


/on will present the $300,000 cam- 
|paign it has prepared for release 
starting next September. 


Resumes Promotion 


With two-color page advertise- 
| ments in January issues of busi- 
|ness papers in the food, drug and 
packaging fields, American Coat- 
ing Mills, Elkhart, Ind., has re- 
sumed national advertising in be- 


Names Honig-Cooper 


Northwestern Mutual Fire Asso- 
ciation, Seattle, has appointed 
Honig-Cooper Company, Seattle, 
as its agency. A campaign is be- 
ing launched in national maga- 
zines. 


Heads WFIL Promotion 


Arthur C. Schofield, formerly 
with RCA Victor as assistant ad- 


half of its folding carton and clay 
|coated carton boards. Direct mail | 
| will also be used. Carter, Jones & | 


vertising manager of the home in- 
strument division, has been ap- 
pointed promotion director of 


distributors in Atlantic City. Max-! Taylor, South Bend, is the agency. | WFIL, Philadelphia. 


Advertising Age, February 4, 194; 


Clissold Elected V.P. 


Edgar J. Clissold, formerly ac - 
vertising manager of Peter Hen- 
derson & Co., New York, has been 
elected vice-president. He suc- 
ceeds John A. Fieseler, who wes 
elected president upon the death 
of Harry Candy, former presiden|, 


Named KROW Manager 


Wilton Gunzendorfer, former|y 
commercial manager and assistant 
general manager, has been named 
station manager of KROW, Oak- 
land, Cal. 


FACTOR\ 


FOR INDUSTRIAL 


FACTORY'S INDUSTRIAL EDUCATION — 


known for years as HOWNEWS-—is 
publishing of a unique style which has 
in an unusual intensity of readership 
plant operating officials 


It gives these men factual help, without frills 
to slow up their reading. Help which is timely, 


business 
resulted 
among 
business and government, 
most constructive editorial 


SHOWS HOW TO MANAGE MEN AND MACHINES 


geared to the needs of their every-day jobs. 

FACTORY editors anticipate the problems 
of industry. By detailed search and study, by 
the most cordial relations with authorities in 


they produce the 
material published 


on plant operating problems. 


TO 


AB 


S, 


a 
eae | Pe 
r | Z 
— ee : 
, Se John 
te other 
ish Cairr 
aad News 
a — e 
2: char¢ 
Ne iii porat 
has 
; has | 
bi / Y 
eae yy : nm \ 
ewer | 4 Y ia : : ee ) ‘ 
a y “/ . AGEME ND M AINTEN ae | enetneee 
on y y/ , ARY 1940... \ 
mes V/ , ! mean 1h PURI TE cei 
Yj ewpLovees SHOULD WORK AS HARD AS oe a \ 
“4 | ee inass| bbe’ sks, \h 
ae ie. averace AMOUM 8) Wn \ 
ae “ esi X 0 y 
ill J | scons nT Wg ket eon : % 
, Y | ol iNvon OF * \\ 
i a 4 What ,opvcvit . q \N pourte> 
am i iu YY Uy vi ? WY oe 
4 : fi 1) Sl ZG y Y abe yupustey: ond : y RAISING ~o : \ . y 
q gi y/ — Ye ff. | - wa ye ek wo sei ” : 
; ig ee Feet a - Bl 
oe ces ae ee pes ree +: \\ 
8 | ere | a i -— | 
cet Ave ld ee of sab << : “WOLDING oll — 
ee 1 Site ; \WCLINED 10 FAVOR 1 PRODUCTION 
et ae wo wen wip cuERCAL EMPLOYEES BELIEVE Fu 
n Z = : ” .* 90 
sl | Iso in this iss¥e: WHAT'S WRONG IN LABOR RELATIONS - pose SS) 
el in : __ SS 
ea Also —== ' = ——— 
. ee ee a 
eee 


945 


Ec ® 
mie 


Advertising Age, February 4, 1946 


Appoints Cairns 


American Home has named 
John A. Cairns & Co., New York, 
to handle advertising. Among 
other publication accounts of the 
Cairns agency are the Baltimore 
News-Post, Good Housekeeping, 
Newsweek and Pictorial Review. 


Elected Director 


A. vanDerZee, vice-president in 
charge of sales for Chrysler Cor- 
poration, Detroit, with which he 
has been associated since 1927, 
has been elected a director. 


Pope Joins Basford 


Edward B. Pope, formerly with 
the advertising department of the 


Aluminum Company of America, | 


Pittsburgh, has joined the G. M. 
Basford Company, New York, as 
an account manager. 


Goldgar Joins Betens 


Mike Goldgar, formerly with J. 
Walter Thompson Company and 
Compton Advertising, Inc., New 
York, has joined Betens Advertis- 
ing Associates, New York, as a 
partner. 


ing as the Package Advertising 
Company, made non-exclusive li- 
censing agreements for two Ad- 
Seal-It patents with 35 principal 


Agreements for 
anufacturers of waxed papers. 
Ad-Seal-It Paper paso tgertn ta Hh ra rights un- 


Washington, Jan. 30.—The FTC /der the patents to include control 
'set out last week to break up aj|over the manufacture and sale of 
| licensing system for the manufac-|the paper, FTC asserted, by im- 
ture of Ad-Seal-It wax paper,|posing a uniform zone pricing 
_ used as a combination label and|system on licensees and requiring 
wrapper by bakers throughout the| them to file prices with him under 
country. threat of infringement suits. 
| According to the commission The commission also objected to 
| complaint, Henry J. Taylor, trad- /an agreement turning over the en- 


FTC Hits License 


EDUCATION, it’s FACTORY 


HERE’S WHY FACTORY IS PREFERRED BY PLANT OPERATING MEN 


FACTORY’S Industrial Education gives them practical 
down-to-earth methods which will help them to do 
their own jobs better. To be published in FACTORY, 
every article must be: 


* TIMELY— it must meet the immediate and future 
needs of plant operating men. 

~* USEFUL — it must contain information that will help 
to produce better products at lower costs. 


* INTERESTING — no dull reading here! It must in- 
vite reading and sustain interest. 


Plant operating officials a// across industry consid 
thorough conscientious job of editing every issue. 


Because of this intensity of readership FACTORY offers you advertising values that class it as 
your most important advertising medium for the tough selling job now and future. 


~FACTORY~ 


MANAGEMENT AND MAINTENANCE 


SAVE TIME AND MATERIAL, 


* CONVINCING — tested successful methods, not 
theories. 

* AUTHORITATIVE — nearly all FACTORY articles are 
contributed and signed by key plant and govern- 
ment officials. 

- ORIGINAL—no re-writes! 99% of articles are writ- 
ten for FACTORY exclusively. 

* CONCISE — clarity and brevity characterize all 
FACTORY’S articles to save time for busy plant 
operating officials. ‘ 


These are the reasons why: 


EVERY Figip 


OF MANUFACTURING 


er FACTORY must reading because of this 


A McGRAW-HILL PUBLICATION 


330 WEST 42nd STREET, NEW YORK 19, N.Y. 
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| tire far western territory to West- 
ern Waxed Paper Company, a 

division of Crown-Zellerback Cor- 
| poration. 

As a result of the agreement, 
'FTC charges bakers paid exces- 
sively high prices for the paper 
bands, and licensees have been 
prevented from selling to bakers 
in substantial quantities. 


Frazee to Abbott Kimball 


| Harold D. Frazee, recently chief 
|of OWI’s special promotion divi- 
|sion, has joined Abbott Kimball 
| Company, New York, as an execu- 
| tive. Before joining OWI, he was 
| president of Applied Merchandis- 
|ing Company, New York, and 
| prior to that, as head of Harold D. 
| Frazee, Inc., developed the first 
|agency radio department in New 
| York. 


COLUMBIA 
NETWORK 


ty 


FALO'S 
50,000 


STATION 


DAY and NIGHT 


BROADCASTING 
CORPORATION, 


National Representative: FREE & PETERS, INC 
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AFA Booklet Describes 
Jobs in Advertising | 


“Jobs in Advertising,” 16-page | 
booklet compiled by Alfred T.| 
Falk, director of the bureau of re- | 
search and education of the Ad-| 
vertising Federation of America, 
has been prepared for use by vet- 
erans’ vocational guidance com- 
mittees of advertising clubs and 
by employment counselors in the 
Army and elsewhere. 

Single copies may be obtained 
free of charge from the AFA; 
quantities at $1 per 25, $3 per 100, 
and $23 per 1,000. 


To Joseph Maxfield 


Progress Ice Cream Company, 
Providence, R. I., has appointed 
Joseph Maxfield Company, Provi- 
dence, to handle its advertising. 
Newspapers and radio will be used. 


Resigns RFC Post 


Paul H. Baker has resigned as 
chief of advertising in the surplus 
property division of the Recon- 
struction Finance Corporation, ef- 
fective Feb. 7. He has not an- 
nounced his future plans. 


Dental Report 


Swings Hard af 
the ‘Candy Habit 


Sudden ‘Economy, ' 
However, Puts Ban 


on Schindler Talk 


Washington, Jan. 30. — Congress 
found room in its official record 
last week for a blistering attack 
on “the candy habit,” but refused 
to reprint the defense of descrip- 
tive labeling made by Under Sec- 
retary of Commerce Alfred 
Schindler before the Advertising 
Club of New York. 

The attack on candy was spon- 
sored by Sen. Charles Tobey (R., 
N. H.) who introduced a report 
from the Dental Society of New 
Hampshire warning parents that 


they expose their children to tooth 
decay, and even malnutrition, by 
allowing “cultivation of artificial 
appetites for candy.” 


Claim Over-use of Sugar 


According to the dentists, Ameri- 
cans are consuming too much 
sugar, much of it in the form of 
candy. This sugar, remaining in 
the mouth, causes dental decay. 
The report was prepared for the 
New Hampshire Boards of Health 
and Education, and forwarded to 
the general public by Senator 
Tobey through the ‘Congressional 
Record.” 

It finds that 98% of Americans 
suffer from tooth decay, and that 
free sugar consumption here has 
increased from an average of 17 
pounds per capita in 1923 to 115 
pounds per capita just before the 
war. 

“Candy assumes a very promi- 
nent part among the forms of 
sugar causing decay,” the report 
says. “It is concentrated, lingers 
a long time on the mouth, and is 
many times eaten alone so that the 


sugar may remain in the mouth 
in contact with the teeth.” 

The dentists advocate frequent 
visits to the dentist and “proper 
mouth hygiene”—rinse with water 
after eating concentrated sugars; 
remove food particles with a good 
toothbrush. 

In addition to learning mouth 
hygiene, children should be dis- 
couraged from cultivating the 
candy habit. “No baby was ever 
born crying for candy,” the den- 
tists say. 


Destroys the Appetite 


For a balanced diet, the dentists 
suggest water, fruit, vegetables, 
milk, milk products, whole grain 
| cereal, eggs, meat and fish. “Candy, 
| excessive sweets and starches tend 
‘to destroy the appetite of a child 
for adequate quantities of more 
/essential elements, resulting in a 
| Variable degree of malnutrition,” 
|the report says. 

While it was hardly a surprise 
‘to find authoritative advice on care 
‘of the teeth in the “Record,” for 
| Gonerianman often insert unex- 


A. A. DAILEY 


*CThe flexibility of newspaper coverage allows Santa Fe to tailor its advertising 


General Advertising Manager 
Atchison, Topeka & Santa Fe Railway 


to meet rapidly changing conditions, whether these changes and the need for 


advertising to meet them affect a single Santa Fe city or the entire territory 


we serve. That's the basic reason why Santa Fe considers newspapers the 


primary medium for both sales and institutional advertising. ?? 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Cincinnati Enquirer in the interest of all newspapers 
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pected intelligence of this sort, 
something must have been amiss 
to bar the Schindler remarks. 


Refusals Are Rare 


As a matter of self protection, 
Congressmen almost never refuse 
permission to their associates who 
want to put something into the 
“Record,” so it was almost unpre- 
cedented when Rep. Harold Knut- 
son, ranking minority member of 
the House ways and means com- 
mittee, objected to the Schindler 
item. 

Confidently, Rep. Hugh DeLacy 
(D., Wash.) had asked for the 
floor, and the customary unani- 
mous consent to insert “a brilliant 
statement.” Hearing that. the 
statement would run the printing 
bill up $117, Mr. Knutson filed his 
“object.” 

In the tangle that followed, Rep. 
Frank Hook (D., Mich.) retali- 
ated by objecting when John Ran- 
kin arose with a sheaf of telegrams 
from G.I.s who “want out.” The 
Chair urged withdrawal of the ob- 
jections, and a return to “custom,” 
finally enabling Mr. Rankin to get 
his telegrams into print. 

Rep. Knutson continued to hold 
out against Mr. Schindler, how- 
ever, shouting: “I cannot conceive 
of any remarks by a downtown 
bureaucrat .’ Apparently he 
did not know that his “bureaucrat” 
was fresh from 25 years as sales 
manager of Ralston Purina—a 
name not unknown in Rep. Knut- 
son’s Minnesota. 


Pan Am. to McCann 


Pan American-Grace Airways, 


Inc., New York, has moved its 
account from Kelly, Nason, Inc., 
to McCann-Erickson, New York, 


for domestic national advertising. 
McCann’s Buenos Aires office has 
handled the advertising in Argen- 
tina jointly for Pan American Air- 
ways and Panagra, and _ the 
agency’s foreign division in New 
York has done an _ institutional 
campaign for Panagra in the seven 
other countries in which it op- 
erates. 


‘Optimist’ Changes Name 

Effective with the January is- 
sue, Optimist International, offi- 
cial monthly publication of the 
men’s service club organization, 
with headquarters in St. Louis, has 
changed its name to Optimist 
Magazine. 


Joins Ross Roy 

Edward Donovan, formerly on 
the advertising staff of Frigidaire 
division of General Motors Cor- 
poration, has joined the copy staff 
of Ross Roy, Inc., Detroit agency. 


JWT Names Stanley 


George C. D. Stanley, formerly 
Canadian representative and pub- 
lic relations director in Canada 
for Earl Newsom & Co., New York, 
has been named director of pub- 
lic relations of J. Walter Thomp- 
son Company Ltd., Toronto. 


Dooley Joins Institute 


Edwin B. Dooley, formerly di- 
rector of publicity and stockholder 
relations of General Foods Cor- 
poration, has joined the Institute 
of Public Relations, New York. 


OFFICES te 
DIVORCE 
ATTORNEYS 
(Exclusively ) 
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“T remember WFDF Flint 
did mention a big building 
program.” 
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These are the Drug Trade Manufacturers’ O’Kayers 
. TELL Them All and You Gan SELL Them All! 


SPLIT VOTE in the conference room, on the proposition you are trying 
to sell to a drug trade manufacturer, is quite a business risk to take. 

A man convinced against his will, is of the same opinion still. But there 
is a way to make it unanimous. 

How is that possible, when America’s drug trade manufacturers include 
not only the drug manufacturers but manufacturers of cosmetics, razors 
and blades, toiletries, rubber goods, baby goods, soaps, insecticides, dis- 
infectants, fountain pens, cameras, soft drinks, foot products, animal 
health products, and the thousand-and-one other things you'll find on sale 
in today’s fast-moving drug outlets? 

Answer: Reach the O’Kayers in all companies, in the one drug industry 
publication they all read: Drug Trade News. 


Conference Room of the Advertising Plans Board of American Home Products Corporation. Here 
American Home Products O’Kayers make major decisions. How many of the executives who regularly 
gather here, is your advertising influencing? DRUG TRADE NEWS covers them all plus more than 


20 others on American Home Products first team. 


THE No. 1 COVERAGE OF THE DRUG TRADE O°KAYERS rer 


D D S 


Not only does Drug Trade News “cover” this great industry fortnightly 
—we penetrate deeply into the entire organizations of these great Ameri- 
can manufacturers. We cover not only the O’Kayers who can say Yes. 
We cover also the O’Kayers who can say No—good and loud, too. 

The drug trade O’Kayers don’t all sit at the head of the conference table. 
Many of them range up one side and down the other. But collectively, they 
can sway the vote either way on your proposition—for you, or against 
you. Thus, they can make it easier, or tougher, for you to sell the company 
they work for. The sooner you start selling them the better. On top of 
that, you never can tell when one of them will end up right at the head 
of the table—where his vote will count the most. 

Twenty-six pages at a total of $4422.60 in Drug Trade News may be 
a pittance-size item in your annual advertising appropriation. Yet it can 
stack up big—mighty big—especially if by “saving” this small sum you 
lose some multi-thousand-dollar orders. Get the Yes votes of the drug 
trade manufacturers’ O’Kayers. Drug Trade News can do your campaign- 
ing for you. Drug Trade News, 330 West 42nd Strect, New York 18, N.Y. 
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Industrial Goods 
Makers See Crisis 
in Price Squeeze 


Chicago, Jan. 30. — Industrial 
marketers, whose problems have 
been spotlighted much less fre- 
quently than those of manufactur- 
ers selling to the general con- 
sumer, are up in arms over refusal 
of the OPA to adjust prices to 
meet increases in cost of ma- 
terials and labor. With strikes in 
numerous centers affecting pro- 
ducers of industrial goods other 
than steel, management executives 
look to a solution of their prob- 
lems through the final settlement 
which may be made in the steel 
industry. 

It is believed certain that if and 
when the steel strike is settled, it 
will be through an increase in 
wages accompanied by an increase 
in the price of steel. That will be 
the formula which will be applied 
to other producers of industrial 
goods, who then will be able to 
match their increases in costs with 
some adjustments in price. Up to 
this time OPA has insisted on 
freezing these products on the 
basis of October, 1941, prices. 


Few Win Price Relief 


A check of representative manu- 
facturers in the industrial field 
shows that few have been able to 
obtain relief. Practically all manu- 
facturers have had wage increases, 
some as high as 30%, and many 
of the products they buy for re- 
sale have also advanced in price. 
In addition, service industries, 
such as printing, have advanced 
their prices as the result of in- 
creases in the wage scale, and so 
the whole cost of doing business 
has gone up sharply. Yet the OPA 
insists that these manufacturers 
must sell on the basis of their 1941 
prices. 

The OPA argument is_ that 
manufacturers of industrial equip- 
ment and supplies did very well 
during the war period, and that 
this fact justifies continuing on the 
basis of 1941 prices. The answer 
given by the manufacturers is that 
much of their war business was 
not handled at OPA ceiling prices, 
but on contracts which were much 
more favorable. Even after rene- 
gotiation, which took account of 
profits made on government con- 
tracts, they were permitted to re- 
tain a reasonable profit. Now that 
they are back to competitive sell- 


Sears, Roebuck 
Picks Greenshoro 
for $5,000,000 Project 


Sears, Roebuck has mail order out- 
lets in Atlanta and Baltimore. In 
order to serve the rapidly growing 
south this firm needed another 
such outlet. 
chosen because of its climate, liv- 


Greensboro was 


ing conditions, central location and 
transportation facilities. 


A building permit was obtained on 
December 14, 1945, and work has 
already started. The building will 
be 816 feet long and 624 feet 
deep and 1,000 persons will be 
employed when the outlet reaches 
full operation. 


Greensboro scores again! 


GREENSBORO 


eae 


ing in a peacetime market, they 
feel that continuing the freeze 
simply makes it impossible for 
them to do businsss. 


New Products Affected 


Many new products and im- 
proved products are being intro- 
duced by industrial equipment 
houses, and the OPA price freeze 
is applied to them also. Shop costs 
and material costs must be fig- 
ured on the basis of October, 1941, 
regardless of how much wages and 
material have gone up in the 


meantime. Thus some large and 
well established manufacturers say 
that in another six months, if they 
continue to sell at OPA prices, 
their financial position will be 
seriously impaired. 

Word from Washington is that 
while Chester Bowles, head of 
OPA, has promised to review the 
industrial goods price situation in 
April, no commitment has been 
made regarding a change in the 
general price policy. On the other 
hand, a settlement of the steel 
strike, based on wage and price in- 


creases, will undoubtedly force 
earlier action. 


Gaines to Manage WEAF 


James M. Gaines, manager of 
the NBC planning and develop- 
ment department, and formerly as- 
sistant advertising and promotion 
director for the network, has been 
named manager of WEAF, New 
York outlet of NBC. WEAF will 
become an operating entity sepa- 
rate from the network with a pro- 
gramming and sales status similar 
to other NBC owned and operated 
stations. 
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Hammel Named V.P. 


Wilbert C. Hammel, gener 
sales manager of Alexander Smit! 
& Sons Carpet Company, Yonkett 
N. Y., has been elected vice-pres} 
dent in charge of sales, succeedin 
W. D. Gardner, who is retiring. 


Hogmer Joins Jones 


David S. Hogmer, formerly in 
dustrial media buyer with Batten 
Barton, Durstine & Osborn, Nev 
York, has joined the media de. 
partment of Duane Jones Com- 
pany, New York. 


GREATEST 
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Sylvania Ups Mitchell 


Don G. Mitchell, since 1942 vice- 
president in charge of sales of 
Sylvania Electric Products, Inc., 
New York, has been elected ex- 
ecutive vice-president of the com- 
pany. 


Basford Ups Pattison 


E. Scott Pattison, assistant to 
the president of G. M. Basford 
Company, New York, with which 
he has been associated for 10 
years, has been elected a vice- 
president of the agency. 


Appoints Fowler 


N. A. Fowler, vice-president an 
director of research of General 
Box Company, Chicago, has been 
appointed director of sales and 
research, succeeding E. E. Ames, 
who will retire as director of sales 
July 1 under the company’s pen- 
sion plan. 


Names Sutherland-Abbott 


Sutherland-Abbott, Boston, has 
been named to handle the adver- 
tising of Submarine Signal Com- 
pany, Boston. 


Direct-to-Dealer 
Setup Is Adopted 
by Elgin Watch 


Elgin, Ill., Jan. 29.—Elgin Na- 
tional Watch Company, world’s 
largest watch maker, is putting its 
distribution program on a direct- 
to-dealer basis, eliminating the ap- 
proximately 75 jobbers formerly 
used, Albert Potter, president, has 
announced. 

Mr. Potter said the step is being 


taken to “help us remain more 
nearly in a competitive position,” 
and will help meet higher costs 
of labor and material. Engaged in 
war production during the war, 
Elgin has been faced with some 
reconversion problems and has 
not yet resumed full production. 

Elgin’s elimination of whole- 
salers will leave only one other 
large U. S. maker of watches with 
a jobber setup. Waltham Watch 
Company, Waltham, Mass., last 
September went off the jobber 
standard. Hamilton Watch Com- 


‘ 


li: Approximately half the retail sales on the Pacific Coast are 


made outside the counties in which Los Angeles, San Francisco, 


Oakland, San Diego, Portland, Seattle, and Spokane are located— 


only Don Lee covers the OUTSIDE as well as the inside HALF... 


aC. E. Hooper 276,019 telephone call survey proves it 


The Pacific Coast is big in many ways: 1,352 miles in length— 


over 8 billion dollars in retail sales—and over 3 million radio homes. 


It is divided into 2 halves—the “inside” (or metropolitan half) 


and the “outside” (or the half covered only by Don Lee). 


In fact, the Pacific Coast is so big that only one network has enough stations 


to cover it all (Don Lee has 39. The other 3 networks have only 


28 stations combined). More than g out of every to radio families on the Pacific Coast 


live within 25 miles of a Don Lee station. 


The Pacific Coast is big —buy the only radio network 6ig enough 


to cover it a//—Don Lee. 


THOMAS S. LEE, PRESIDENT 
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pany, Lancaster, Pa., has indicated 
it will continue to sell through 
wholesalers. 


Foreign-Made Sales Soar 


All three companies have, by 
engaging in war production, lost 
out on the huge wartime boom 
in watch sales, Before the war, 
their sales averaged about 2,000,- 
000 watches a year, compared with 
an average of about 3,000,000 
watches exported from Switzer- 
land to this nation. 

Last year, more than a score 
of importers sold about 9,000,000 
Swiss watches in the U. S., and 
the State Department is attempt- 
ing to reach an agreement with 
Switzerland that would restrict the 
Swiss imports by about half. Re- 
tailers oppose any restriction. 

The Elgin and Waltham elimina- 
tion of jobbers will still leave 
jobber organizations with the ma- 
jority of the watch business. 
Bulova, which has had the largest 
dollar sales in the past; Gruen, 
Benrus and other importers of 
Swiss watches have always sold 
through jobbers and indicate that 
they will continue to use such a 
distribution setup. 

Elgin production here, and in a 
new factory it has purchased in 
Lincoln, Neb., may turn out 2,- 
000,000 watches during 1946. 


Buffalo Ad Group 
Elects Officers 


Alan F. Schnell, executive vice- 
president of Main Street Associa- 
tion, Inc., has been elected presi- 
dent of the Greater Buffalo Ad- 
vertising Club. 

Other officers elected are: First 
vice-president, Clarence M. Brobst 
Marine Trust Company; second 
vice-president, Walter H. Fergu- 
son, National Mfg. Corporation; 
treasurer, Chester T. McCawley, 
jeweler, and secretary, Murray 
Whiteman, Murray Whiteman, Inc. 


Joins Chicago Agency 

Edward J. Lortie, previously ad- 
vertising and sales promotion man- 
ager of the Westinghouse lighting 
division, Pittsburgh, has joined 
Behel & Waldie & Briggs, Chicago 
agency. 


Jeffers Returns to WOAI 


After three years’ service with 
the OWI, Charles Jeffers has re- 
turned to his post as technical di- 
rector of WOAI, San Antonio. 
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man's role. Providing for its well-being 
is essentially woman’s. 

This natural division of responsibili- 
ties is quite logically reflected in a differ- 
ence in point of view and reading habits. 

Top of the list of “must” reading. for 
instance. with the women in more than 
3.500.000 homes are the regular articles 
on nutrition. meal planning and home- 
making in general which they find in 


MeCall’s. This editorial content prov ides 


them with a stimulating source of inspira- 


tion as well as information. 


Women Look to 
McCall's for Ideas 


It is something women actually live by. 
It serves their particular needs and inter- 
ests in unique fashion because it grows 
out of continuous research in the homes 
of readers. 

The keen interest with which women 


approach the reading of McCall’s explains 


Beta 


Painted for McCall's by Jerry Farnsworth, N. A. 


SHE provides for his strength 


Providing for the family’s prosperity is 


why ideas move so effectively off McCall’s 
pages into the minds of its readers. 

If you make or sell anything of interest 
to women, you will find your most re- 
sponsive prospects among the women who 


live by 


MM, 
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The Creative Wan Corner 


It may be that this writer is just a 
sucker for a quiz—whether it be on the 
radio or in a magazine or newspaper, or 


Woman at her Worst 


( How guilty are you? ) 


2 y = Sa: . “ny 


~y 


hi # | .SANFORIZED- 
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Frank McGehee is a “counsel to ad- 
vertising media owners and managers on 
matters relating to the sale of advertis- 
ing.” To date, he is one of few such op- 
erators in the business, but there are 
signs that there soon 
may be several others. 
In 1945 his media 
counseling is reported 
to have netted him in 
the neighborhood of 
$30,000. At one time 
or another he has had 
as clients, or worked 
for such organizations 
as Scripps - Howard 
Newspapers, Outdoor 
Advertising Incorpor- 
ated, Douglas Leigh, 
Crossley, Inc., Cooperative Analysis of 
Broadcasting, National Safety Council, 
Metropolitan Sunday Newspapers, the 
New York Times, a group of radio station 
owners, a magazine publisher and several 
others whose identity is confidential. 

At this writing, he is adviser to the 
New York Times, Metropolitan Group, a 
radio network (confidential), an outdoor 
advertising chain (confidential), and an 
investment company that specializes in 
advertising media investments (confi- 
dential). The preponderance of ‘“confi- 
dential” accounts is no accident, because 
McGehee specializes in confidence. If 
the term didn’t have disreputable con- 
notations, he might aptly be called a 
“confidence man.” As it is, the best de- 
scription is probably super-salesman and 
promoter with overtones of business 
sleuth and research analyst. 

His operations really have a_ simple 
basis, according to McGehee. “The man- 
ager of an advertising medium gets into 
a troublesome sales situation and doesn’t 
know the solution. So he calls some of 
iis friends, talks with some on the phone, 
1as a few cocktails with others, and gets 
ome free, casual, off-the-cuff advice. The 
ellow who gives him the advice hasn’t 
ny responsibility and he doesn’t take the 

ivice too seriously when it is given. 

“But when he calls McGehee (Frank 
efers to himself in the third person) into 

1e picture, he pays heavy sugar for that 

dvice and it carries weight. And I’m 
esponsible for that advice. If he fol- 

ws it and it doesn’t pay off, I’m fired.” 

Fundamentally, McGehee sells his own 
savvy.” His methods differ from those 
f management counselors in other fields 

1 that he is on a per diem basis with 

iree of his clients, to each of whom he 
ells one day of McGehee per week. On 
hat day, he spends eight hours working 

s part of the company’s organization. He 
xamines with a fine tooth comb such 
iatters as sales department organization, 
ersonnel selection and training, sales 
‘ontrol systems, media and market re- 


Francis McGehee 


even in an advertisement. 

But we think there is something more 
to be noted in this page for the Sanforized 
process than simply the use of the audi- 
ence participation technique, used with 
a smile. 

In the first place, the free and easy 
layout manages—entirely without press- 
ing—to change the whole pace of the ad- 
vertising pages that surround it (in Life 
for Jan. 28). 

Second, in a field where so many pic- 
tures in advertising merely represent sit- 
uations, these actually illustrate them. 
They are humorous because the situations 
are humorous and not because of any 
comic art approach. 

Third, the text is as neat and as nicely 
pointed as three sharp pins. Take “The 
Tug-Tugger. Particularly noticeable on 
street cars and busses. Ethel’s legs haven’t 
grown longer—her dress’ got. shorter. 
Wouldn’t have happened if she’d looked 
for a ‘Sanforized’ label, ard made sure her 
pretty dress would stay pretty—no matter 
how many times she washed it!” 

We think this is just about a perfect 
advertisement—of a kind that on the rec- 
ord is very hard to make. 


e eFrancis N. McGehee 


search, sales promotion and media pub- 
licity. When he makes his recommenda- 
tions, he makes them to the top of the 
organization, and he keeps all his sources 
of information within the organization 
confidential. 

“What I do,” says McGehee, “is what 
anybody else who has had experience in 
advertising or sales work does.”’ He looks 
for four fundamental things: 

“1. Research the product. What are 
its advantages and disadvantages? 

“2. Who needs it? Research the mar- 
ket and get a clear picture of who needs 
and who uses the product. 

“3. Find and develop a sales organiza- 
tion that can apprehend the attributes of 
the product and sell it. 

“4. Back up that sales organization 
with good sales and advertising promo- 
tion.” 

“When they hire me,” he says, “they 
are paying somebody to tell them some- 
thing that they already ought to know.” 
This is only partially true. The “savvy” 
which is his stock in trade was developed 
from a background of extensive advertis- 
ing sales and promotional experience. 

From February, 1922, when he started 
as a want-ad clerk on the Cleveland Press, 
until November, 1939, when he left his 
post as assistant to the publisher of the 
New York World-Telegram to take a $35,- 
000 post as vice-president and general 
sales manager of Outdoor Advertising In- 
corporated, that background was all in 
Scripps-Howard newspapers. As national 
advertising manager of the Press, he orig- 
inated and developed the research tech- 
nique for America’s first PTA pantry 
shelf inventory, and followed that with 
the development of an extensive con- 
sumer survey operation, including the 
first home inventory of bathroom and 
dressing table products. He carried this 
to other newspapers and directed the first 
analysis of liquor sales in monopoly states 
as well as the first inventory of wearing 
apparel, furniture, etc., purchased in de- 
partment stores and specialty shops. 

As assistant to the general business 
manager of the “Central Group” of 
Scripps-Howard papers, he assisted in the 
organization of the first national PTA 
home inventory, as well as other market 
research and readership studies. 

McGehee comes by his research pro- 
clivities honestly. His father, William 
H. O. McGehee, is a widely known dental 
educator and the author of four promi- 
nent textbooks on dentistry. In the Mc- 
Gehee home occurred such incidents as 
one which he is fond of relating. When 
Frank was about 12 years old, Dr. Mc- 
Gehee was engaged in a research project 
on the effects of various dentifrices on 
tooth discoloration. Frank remembers 
long rows of test-tubes, each containing 
a tooth immersed in a dentifrice. From 


this study, Dr. McGehee found, and pub- 
lished in a scientific paper, that Kolynos 
(then not connected with American Home 
Products) produced no tooth discoloration 
and was the best of all dentifrices in this 
respect. Approached by the company for 
permission to use his study in advertise- 
ments, Dr. McGehee delivered an em- 
phatic and ethical ‘‘no.” Kolynos used 
his study anyway, a fact which peeved 
the good doctor but caused him to take no 
action. 


“Tf I had been 15 years older when that 
happened,” Frank once told his father, 
“we'd both be rich today.” 


With Outdoor Advertising Incorporated, 
McGehee found that he did not, as he 
thought, know almost everything there 
was to know about selling advertising. 
He found the outdoor people had many 
sales practices which could profitably 
have been adapted to newspapers and 
vice-versa. When outdoor advertising 
took a sales dive with the onset of war 
and the accompanying travel restrictions, 
he deliberately set out to learn all he 
could about selling advertising in all 
media. 


As an executive of Crossley, Inc., he 
put himself on the receiving end of all 
media promotion efforts, and was in a 
position to assay and judge radio promo- 
tion and advertising sales techniques with 
those of other media. After two years of 
this, he was ready to set up his counsel- 
ing operation. 

He wrote a letter to 15 media owners 
whom he knew, teliing them of his new 
business and of the services he could 
offer. Inside of 10 days he had two 
clients, within 60 days he had five clients. 

Instead of the customary business of- 
fice, McGehee’s headquarters are in an 
apartment building on 57th Street be- 
tween lst Avenue and the East River in 
Manhattan. The apartment is so cleverly 
converted into an office that it looks like 
a home. This arises out of his con- 
viction that most business conference 
rooms are poorly suited to their purpose. 
The living room of his apartment looks 
like a modern living room, but the book- 
cases conceal filing cabinets, the book 
shelves contain business works and an 
extensive library of almost every piece 
of media promotion published, and the 
furniture can be arranged so that 17 
people can be comfortably and informally 


seated. In addition to these appurte- 
nances, the room contains a powerful 
radio receiver that can pick up stations 
within several hundred miles of New 
York, and, of course, a bar. 

The McGehees, however, live in Ridge- 
field, Conn. The apartment’s two bed- 
rooms are in use on occasions as accom- 
modations for clients and friends who en- 
counter difficulty with New York’s hotel 
accommodations. His business is, as he 
will admit, highly social and based on 
personal contact and confidence. His of- 
fice reflects this characteristic. 

During the course of an average week, 
Frank McGehee will have pried and 
probed into dozens of organizations, sales 
forces, and individuals. He is able to ac- 
complish what he does for several rea- 
sons. One of these, and perhaps the most 
important, is that he respects confidences 
and protects his sources. He is frequently 
called upon to make a recommendation 
backed by nothing more substantial than 
the ring of conviction in his voice, prin- 
cipally because to say any more would 
reveal and possibly embarrass his source. 
Then, too, he can work with a sales or- 
ganization as one of the boys, having been 
out on the street for many years himself 
and having had innumerable doors 
slammed in his face. His extensive per- 
sonal contacts in the business have not 
been a particular drawback, either. 

McGehee’s clients during wartime have 
been pretty much concerned with long- 
range problems, as well as some war- 
time problems. But, even though sales- 
men have gone off to war, advertising 
space and time were so easy to sell that 
the business was flowing in over the 
transom. As a consequence, many media 
owners are concerned over the possible 
deterioration of their sales staffs. When 
space and time become hard to sell, there 
will undoubtedly be many media owners 
who will find themselves confronting 
some ticklish advertising sales problems, 
When this happens, McGehee expects to 
be ready. It is not unlikely that within 
the next few months he will acquire sev- 
eral prominent associates and set up an 
active media counseling organization. It 
also seems probable that there will be 
many more media owners paying “heavy 
sugar” for what they already ought to 
know. And Francis N. McGehee, with his 
infectious grin, will be right there to tell 
them—for a price. 
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HOW A CHANGE OF COPY APPEAL TRIPLED CLASSIFIED RESULTS 
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~ DOES $5000 


lection-credit bureau business sound good 
to you? We've shown others how. Why 
not you? Write: Cole & Associates, Syra- 
cuse, N. ¥ 


This is the copy that screens the pros- 
pects by mentioning the nature of the 
proposition. 


Classified advertising is the most profit- 
able space, dollar for dollar, that a mail 
order advertiser can buy. But the handi- 
cap of using classified space is that there 
aren’t enough productive media among 
national magazines to develop a large 
volume of inquiries or orders. 

As a result, advertisers find it neces- 
sary to intensify their campaigns, change 
copy frequently or use new copy appeals. 

One very successful mail order adver- 
tiser, George H. Cole & Associates, Syra- 
cuse 2, N. Y., who sells a correspondence 
course to help start a man in the collec- 
tion and credit business, has found the 
answer to the problem. 

Mr. Cole has secured the best results 
from the mechanical and specialty selling 
magazines. He found that he could profit- 
ably run the same copy in each publica- 
tion under different classified headings— 
for example—under ‘Business Opportuni- 
ties,” “Profitable Occupations,’ ‘“Educa- 
tion and Instruction” and ‘‘Money-Mak- 
ing Opportunities.”” This greatly expands 
his “list” and enables him to work each 
publication more intensely. 

As each heading pulls about the same 
results per dollar spent, Mr. Cole can 
spend four times as much money as he 


formerly spent using only one classifica- 
tion. 

What a change in copy appeal will do 
to results is well illustrated by a recent 
test. For years, Mr. Cole has used the 
standard straight-from-the-shoulder copy 
appeal revealing the nature of the prop- 
osition being offered. Results have been 
very satisfactory but Mr. Cole had an idea 
that a “blind” advertisement would step- 
up inquiries. So he tested the idea with 
the thought that it might pay better to 
let the follow-up sell the _ collection 
agency business instead of screening out 
the prospects with tne standard advertise- 
ment. 

The results were amazing. Inquiries 
jumped from three to four times the vol- 
ume received from the standard copy in 
the same issue. The quality of the in- 
quiries was good, too, for they closed 
equally as well. 

Mr. Cole’s experience brings up several 
questions. Are you using all the classi- 
fied headings in each publication you 
should to get greater volume? When did 
you change your copy last? Are you using 
the most productive appeal for today’s 
market? 


1c4a#40 
IF You'd like to make $5,000 annually 
or better, in an easily learned office busi- 


ness of your own, send for free details im- 
mediately. G. H. Cole, Pres., Syracuse 2, 
: © F 


No mention is made in this ‘blind’ ad- 

vertisement regarding the type of busi- 

ness offered. It out-pulled the standard 
copy more than three to one. 
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Sure-Fit Reveals 
1946 Ad Drive 


Sure-Fit Products Company, 
New York, has announced that its 
1946 advertising campaign will 
include insertions in 12 national 
consumer magazines, five business 
papers, radio transcriptions, edu- 
cational films in color, displays and 
mat service. One-minute and 15- 
minute transcriptions for radio 
will be used throughout the coun- 
try, sponsored by local stores. 

The company’s commercial film, 
“Ready Made Magic,” will be dis- 
tributed by the Ted Eshbaugh 
Studios, New York, and will be 
shown in stores, theaters and at 
women’s clubs. Marcel Schulhoff 
& Associates is the agency. 


Takes Larger Offices 


Ivan Hill, Advertising, Chicago, 
has moved its offices to new and 
larger quarters at 900 N. Michigan 
Ave. 


| Black Joins AA 


Ormond O. Black, who served as 
/an anti-aircraft officer with the 
|Fifth Army in Africa and Italy 
and was separated from the service 
as a major, has joined the New 
York advertising staff of ADVER- 
TISING AGE. He has been in ad- 
vertising and _ sales promotion 
work since 1927, working with 
publishers and radio stations. He 
was general manager of three 
southern radio stations, and when 
called to military service was pub- 
lisher of Southern Radio News. 


‘Paris Post’ Folds 

The Paris edition of the New 
York Post ceased publication last 
week, reportedly because of the 
rapid redeployment of U. S. troops. 
The four-page tabloid was the 
only American afternoon news- 
paper published on the Continent. 
The other nonservice paper is the 
Paris edition of the New York 
Herald Tribune. 


GIBBONS 


ADVERTISING 


J.J. GIBB 


200 BAY STRE 
WINNIPEG, 


TORONTO MONTREAL 
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KNOWS CANADA 


CALGARY EDMONTON, VANCOUVER 


Crosby Readies 
$30,000-a-Week 
Radio ‘Package 


Would Set High in 
Talent Costs; Talks 
Contract with ABC 


Chicago, Jan. 30.—Before Bing 
Crosby left Chicago for the Coast 
after spending last weekend here, 
he told friends that following ter- 
mination of his commitment to 
Kraft Foods Company (AA, Jan. 
28), he expects to have a pack- 
age deal lined up which will call 
for a weekly expenditure of $30,- 
000 by his sponsor. 

Such a price tag would mark a 


in spite of the fact that Bing has 


never been at the top of the pro- 


new high in radio talent costs, and | 


gram ratings, although always 
well up, agency men close to the 
talent picture believe that he can 
get his price. They don’t regard 
such a deal as necessarily eco- 
nomic, but believe that the small 
list of major advertisers who are 
determined to have a top - flight 
radio show is sufficiently inter- 
ested to make acceptance of such 
a proposition a strong probability. 
Say Sponsors Will Rebel 

On the other hand, national ad- 
vertisers and agencies who heard 
that Bing had undertaken to bull 
the market by putting a $30,000 
price on a package show in which 
he would both sing and m.c. the 
show, as he has done so success- 
fully over the last eight years for 
Kraft Foods, are almost a unit in 
agreeing that talent costs have 
now reached a prohibitive level, 
and that a continuance of this kind 
of thinking will start a real re- 
bellion on the part of the spon- 
sors. 

Justification for the Crosby pro- 


| posal is found by some in the fact 


that program costs have been go- 
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line” for The Star. It’s this week- 
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ing up right along, and that cer- 
tain big advertisers interested ir 
radio have not yet hit the jack- 
pot with a sure-fire, big-time 
high-rated program, in spite o 
continued efforts and heavy ex 
penditures. Therefore, they say 
advertisers in this group wouk 
probably like to insure their radi 
operations by nailing down an es- 
tablished performer like Crosby 

As one agency man pointed out 
the rising curve of talent cost: 
has not yet discouraged major ad- 
vertisers. Bob Hope’s package dea 
with Pepsodent is supposed to cal! 
for $1,000,000 a year, while Jack 
Benny’s show for American To- 
bacco Company costs $22,500 a 
week, plus additional expense for 
exploitation. This includes such 
items as the $10,000 contest just 
concluded, in which more than 
250,000 entries were received, and 
Fred Allen was tied in under an 
arrangement which undoubtedly 
added to the cost, as well as the 
interest. Insiders figure that the 
total cost of the Benny show to 
American Tobacco, exclusive of 
time charges, is close to $28,000 a 
week. 


A Need for New Shows 


| Based on a 39-week schedule, a 
| $30,000 show would cost the spon- 
sor $1,170,000 a year, and includ- 
ing time charges the total cost of 
the production would approximate 
| $2,000,000. The number of ad- 
vertisers who would be willing to 
j}invest this amount of money in a 
single program could be checked 
|on the fingers of one hand. 

A leading agency executive, who 
has several successful evening 
shows on the networks, expressed 
a general opinion when he said 
that he thought advertisers and 
agencies ought to devote more 
time to developing new program 
ideas, new writers and new tal- 
ent, rather than merely trying to 
bid up the cost of established stars 
and programs. The return of many 
good actors and actresses from war 
activities is going to increase the 
supply of worth while talent, he 
pointed out, and therefore now is 
a good time to start putting the 
emphasis on originality in program 
ideas rather than the size of the 
budget. 

“Some of the performers have 
the idea that advertisers have un- 
limited amounts of money to spend 
for radio productions,” he added. 
“Bing Crosby is a popular and 
|established star, but I believe no 
one could prove, on the basis of 
his previous audiences, that he 
would be worth $30,000 a week to 
|any advertiser.” 

Interested in ABC Offer 

Crosby is reportedly very much 
interested in the suggestion of Ed- 
ward J. Noble, president of the 
American Broadcasting Company 
|to join forces with him, both be- 
| cause the direct compensatior 
would be substantial, and becaus¢ 
| he would also have an opportunit; 
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to collect a capital gain on any 
stock in the company which he 
night acquire as part of the deal. 
Mr. Noble is said to have offered 
to make Bing a partner in the 
enterprise. 

The part of the deal which ap- 
peals most strongly to the singer, 
however, is the opportunity to 
broadcast partly live programs and 
oartly by transcription. Crosby is 
letermined to find a way to pre- 
‘ent universal use of his records 
yn sponsored shows, and the great 
umber of advertisers now using 
hese records without payment of 
ny kind to Bing is a challenge 
which he has decided to accept. 

His legal advisers have told him 
that if he made transcriptions for 
broadcasting purposes, he would 
be in a strong position to seek the 
aid of the Federal Trade Commis- 
sion in prohibiting use of ordinary 
records for this purpose. The 
element of unfair competition 
would then be present, and re- 
gardless of legal precedents which 
permit advertisers to broadcast 
Crosby records, the FTC, he be- 
lieves, would be able to stop com- 
mercial use of any but authorized 
transcriptions, 


Regret File of Suit 


Some radio advertisers and 
agencies, who noted that the com- 
promise deal between Crosby and 
Kraft Foods meant dismissal of 
the suit filed by the sponsor and | 
its agency, J. Walter Thompson | 
Company, expressed regret that| 
the suit had been filed. They take 
the position that contracts for the 
personal services of singers and 
actors are not enforceable in eee | 
tice, since no one can be com-| 
pelled to work if he doesn’t want | 
to, and that the suit merely weak- | 
ened the position of those holding 
contracts with big names. 

Their opinion is that regardless | 
of contract obligations, the talent 
must be kept “sweet,” and the 
only way to accomplish this is by 
periodic reviews of existing con- 
tracts in the light of current rat- 
ings, with new contracts being 
written to give successful perform- 
ers a progressively better deal as | 
conditions justify. 


Lindner Appoints Sive 


Lindner Ice Cream Company, 
Cincinnati, operator of a chain of 
ice cream stores, has named 
Leonard M. Sive & Associates, 
Cincinnati, to handle its advertis- 
ing. 


Get Your Share , 


BUYING MARKET 
by ADVERTISING 
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Pendleton Dudley Heads 
Public Relations Group 


Pendleton Dudley, independent 
public relations counsel, has been 
elected president of the National 
Association of Public Relations 
Counsel, New York. 

Newly elected vice-presidents 
are George W. Sutton Jr., Sutton 
News Service; Theodore R. Sills, 
Theodore R. Sills & Co.; Weston 
Smith, Financial World; A. Schaef- 
fer, public relations counsel, and 
L. E. Judd, Goodyear Tire & Rub- 


{trollers Institute of America, and|for Decision perfume;: Franshaw | 


Alleyn H. Beamish, Tax Founda-| Handkerchief Company; Print- 
tion, have been elected treasurer|kraft Representatives (printing 
and secretary, respectively. |equipment), and Braveman Pub- 

oe lishing Company, publisher of 
|‘Plastic Index,” and a safe jour- 


Open Rodgers& Brown 
Jerry Rodgers, formerly = : 

Abbott Kimball Company, an . 

Stanley Brown, formerly with Levy Opens Offices ; 

Esquire, have opened Rodgers & Irving Levy, formerly with 

Brown Advertising at 200 W.|Grant Advertising and previously 

20th St., New York. Beatrice| with Ruthrauff and Ryan, has 


Polan, recently with Consolidated ae offices to specialize in car- 
Edison Company of New York, |toons for commercial use. Tem- | 
will be copy chief. Accounts, all} porary offices are located at 33 W. | 


ber Company. Paul Haase, Con-/| in New York, include Robien Ltd., |42nd St., New York. 
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' Cover Catholic ! 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST. MILWAUKEE 3, WiS. 


are different 
and Holland's <2 d¢ al 


Maple syrup, that New England delicacy distilled from the 
sap of the maple tree . . . and sugar cane, tender, juicy and 
delicious, waving in sunny Southland fields — they're differ- 
ent! Holland's is different, too — different because it is a fam- 
ily magazine tailored to meet the needs of Southern families. 
It recognizes the Southerner’s love for beautiful homes, big 
yards and gardens — the fact that temperate climate year 
‘round calls for different type houses, buying seasons and 
manner of living. Holland's is the Southerner’s home maga- 
zine and that is why it is your best medium to reach a// of the 
Southern market. That is why your ad in Holland's has 48 
per cent more reader interest than it does in leading national 


magazines: Ve of the South 


iA 8) i qi n of 5 TEXAS 


52 VANDERBILT AVENUE, NEW 


YORK * 75 E. WACKER DRIVE, 


CHICAGO * 205 GLOBE: 
DEMOCRAT BUILDING, $T. LOUIS « ives: SIMPSON-REILLY, LTD.., 
FRANCISCO, f ANGELES, CALIF. 


RUSS BUILDING, SAN BUILDING, LOS 


2 . 86.4% of National Average 
leading Without Holland's 
Generol 


Magazines 118% WITH HOLLAND'S 


} 86.25% of Naffonal Average 
3 leading Without Holland's 
Women's 


Magazines 105% WITH HOLLAND'S 


0.50% of National Aver- 


tome Comeeomenen 
Magazines 111% WITH HOLLAND'S 


Holland’s— 


One Sure Way to Reach 
the Southern Market 


Holland's reaches into the heart of the 
South's above average families. Of 
these families, 70% own their homes 


and all of them need the necessities 


and luxuries so long denied them. One 
sure way to reach this great Southern 
market is with Holland's—the maga- 


zine the South reads and heeds. 
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New York, 
lications which 
weight, 


the war 


magazines, 


89%, 
weight during 


642 which reduced, 


possible.” 


tions, or 


Jan. 31.—Most pub- 
reduced paper 
number of pages, 
size, type size and number of bleed 
pages to conserve paper during 
are still on the wartime 
basis, National Publishers Associa- 
tion learned in a survey of 723 
business papers, 
papers and religious papers, Don- 
ald G. Shook, executive vice-presi- 
dent of NPA, reported this week. 

A total of 642 publications, or 
said that they reduced paper 
the war, 
(11%) said they did not. 


are still on the reduced basis; 169 
(26%) have increased since lifting 
of paper restrictions—52 of these 
partially above wartime basis. 


Partial Increases Planned 


Of the 473 still on the reduced 
paper weight basis, 89 plan partial 
increases in 1946 or 1947, and 296 
said they would do so “as soon as 
Only 57 will not in-| 
crease above the wartime basis. 

A slight majority—369 publica- 
51%—did not 
number of pages during the war, 
while 354 publications did reduce. 
Of the 354, 190 (54%) still are on 
the wartime basis and 164 (46%) 
have increased in recent months. 


Magazines Start Return 


to Prewar Paper Basis 


But NPA Survey Finds 
Most Have Not Added 
Weight and Pages 


Of the 190 still on the reduced 
basis, 17 plan partial increases as 
soon as possible, 70 will get back 
on the prewar basis in 1946 or 
1947 and 38 at an undetermined 
date, and 65 plan no increases. 


Average Decrease 20.8% 


The range of decrease in num- 
ber of pages during the war period 
was 2 to 60%, and the average 
20.8%. 


Some 384 publications (53% of | P&P 


the total) reduced trim size dur- 
ing the war ani 339 (47%) did 
not. Of the 384 which reduced 
275 (72%) have not increased and 
109 (28%) have. Of the 275 still 


;}on reduced trim, 85 (31%) plan 


to return to prewar trim in 1946 or 


| 1947 and 22 (8%) at an undeter- 


mined date, 19 are undecided, and 
145 (52.7%) intend to continue 
reduced trim. Fourteen will in- 
crease above prewar trim, and 
four plan to reduce their trim 
size. 

Nearly 70% of the publications 
covered—or 505—did not reduce 
type size during the war, and two 
of them increased type size. Of 
the 216 which reduced, 158 remain 
on the reduced size and 58 have 
changed back to prewar. Of the 
158, 121 intend to continue using 
the reduced sizes, 28 will change 
back to prewar sizes early in 1946 
or 1947, and nine are undecided. 
Four have increased sizes. 

On the question of elimination 
of bleed pages during the war, 
172 said they had no bleed pages, 


at its 


READERSHIP \ 


gram, 


ership. These avid 


ter 


pact 


OWNERS of RADIO STATION WTAG 


Worcester’s 


Feature Parade, 
own locally edited Sunday Maga- 
zine Section of the Worcester Tele- 


soars to new readership 


heights. Publication Research Ser- 
vice proved it with survey figures 
of 97% women — 96% men read- 


readers of 


Feature Parade’s localized con- 
tents account for the magazine's 
circulation in excess of 90,000 — 
circulation concentrated in Worces- 


and Worcester County, a 


major, nationally important, com- 


and stable market. This 


double value of Feature Parade, 
as a reading and buying force, 
is convincing to more and more 
advertisers. 


| pletely. 


446 did not eliminate them, eight 
did so partially, and 97 com- 
All of the eight which 


'eliminated them partially have re- 


turned to the prewar number. Of 
the 97, two have partially in- 
creased above wartime, 35 have 
returned to prewar number, 35 in-| 
tend to return to prewar number 
in 1946 or 1947, three are un- 
decided, and 22 do not intend to 
reinstate bleed pages. 


L&N to Smith; 


Jackson Appointed 


W. J. Smith Company, Louisville 
agency, has been appointed to 
handle the advertising of Louis- 
ville & Nashville Railroad Com- 


y- 
Robert E. Jackson, formerly with 
Ruthrauff & Ryan, has joined the 
agency to handle the L&N account 
as well as other national accounts. 


To Arthur Braitsch 

Anthony Novelty Company, 
Providence, jewelry manufacturer, 
has placed Arthur Braitsch Adver- 
tising Agency, Providence, in 
charge of its advertising. 


Wholesale Houses 
Help Retailers, 
Survey Discloses 


Chicago, Jan. 29.—More than 


| half the wholesale drug houses 
|help the retailer 


to translate the 
| market research studies conducted 
| by national advertising agencies 


| into terms of people, products and 


‘dollars in his own area, Dr. E. L. 


Newcomb, executive vice-presi- 
dent of the National Wholesale 
Druggists’ Association, reported 
today. 


Dr. Newcomb, who declared that 
merchandising aid to the retailer 
is the No. 1 job of America’s 
wholesalers, spoke before the drug 
wholesalers of the Mississippi Val- 
ley. He based his estimate on a 
recent survey of the association 
membership, which, he said, also 
|showed that 80% of wholesalers 
reporting have plans to aid the 
retailer in modernizing his store 
and his merchandising methods, 
and 24% employ specially trained 
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merchandising advisers to provid 
| such service. 

| He disclosed that arrangemen 
|are almost completed with ttl 
| graduate school of the Universit, 
of Illinois for establishment of 
fellowship providing for a years 
study of sales training methods in 
wholesale houses. The fellowshi» 
is one of several which the assc - 
ciation is establishing at univer- 
sities throughout the country to 
study various phases of wholesa'e 
operations. 


Appoints W andless 


H. J. Wandless Company, New 
York, has been appointed exclu- 
sive United States representative 
of the six magazines published by 
Editorial Atlantida, S. A., Buenos 
Aires, Argentina. 


Appoints Uehling 

Theodore Uehling, previously 
merchant and buyer of livestock 
and poultry supplies for Sears, 
Roebuck & Co., has been appoint- 
ed director of a newly - created 
department of market research of 


Dr. Hess & Clark, Inc., Ashland, O. 
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South Africa Allows 


Sponsored Broadcasts 


The South African Broadcast- 
ing Corporation, non-profit-mak- 
ing service for the Union, has de- 
cided to permit programs spon- 
sored by advertisers for the first 
time, and will establish a new pro- 
gram known as the “C” system. 
Any financial benefits from the 
sponsored programs will be de- 
voted to the general improvement 
of broadcasting in the Union. 

The decision will not affect the 
existing “A” and “B” systems, 
which will continue to exclude 
commercial broadcasts. No date 
for the introduction of the “C” 
system has been announced. 


Launches New Program 


A new dealer-training program 
has been begun by the Hurley Ma- 
chine division, Electric Household 
Utilities Corporation, Chicago. In 
the new plan, training sessions 
directed by John R. Hurley, presi- 
dent, will instruct 60 distributors 
in demonstrations of the Thor 
Automagic Gladiron. The distribu- 
tors will instruct dealers, who in 
turn will train their sales people. 


Bowles Gets Set 
for Battle to 
Save Controls 


Washington, Jan. 30.—Industry 
complaints that “tight” OPA pric- 
ing has discouraged production 
have split the administration, just 
as OPA Chief Chester Bowles pre- 
pares to go up to the House bank- 
ing and currency committee for 
the annual fight to renew price 
control. 

With three top administration 
reconversion officials in the enemy 
camp, Mr. Bowles appears Tues- 
day to tell the House group why 
OPA powers should not be pared, 
or the price control act permitted 
to lapse on June 30. 

During the week, Mr. Bowles 
knew that Reconversion Chief 
John Snyder was willing to sacri- 
fice the price line in return for set- 
tlement of the steel strike; he 
heard that Economic Stabilizer 


John Collett would permit an in- 
| crease in the price of milk to as- 


sure a return to farmers and that 
CPA Chief John Small would in- 
crease prices “to encourage pro- 
duction.” 


Some Increases Don’t Help 


Pending Mr. Bowles’ appearance 
on the Hill, OPA had nothing to 
say, but officials were anxious to 
point out that price increases often 
are not the answer to production. 
In the lumber industry, for ex- 
ample, five upward adjustments 
have not solved the problem. 

Possibly the most hopeful sign 
to OPA was the report that busi- 
ness men in some 60 communities, 
led by the merchants of Washing- 
ton, were organizing for a nation- 
wide display in support of price 
control during March. 

Here in Washington a_ group 
representing virtually every type 
of business met with OPA and 
consumer representatives to plan 
“Anti-Inflation’” Week for early 
March. Led by Frank Jelleff, 
president of a leading F St. wom- 
an’s store, the group included rep- 
resentatives of the food, furniture, 


restaurant, hotel and other serv- 
ices. 


McBee Joins Ayer 


as Honolulu Manager 


Avery McBee, for six years di- 
rector of public relations and ad- 
vertising of the Glenn L. Martin 
Company, Baltimore manufacturer 
of Martin bombers and Mars 
transports, has joined N. W. Ayer 
& Son as Hawaii manager. He 
succeeds John S. Coonley, who 
recently joined American Factors, 
Ltd. 

Before entering public relations 
and advertising, Mr. McBee was a 
member of the editorial staff of 
the Baltimore Sun, and at one 
time Sunday editor of the Wash- 
ington Herald, 


ABC Appoints Saudek 


Robert Saudek, sales service 
manager and in the public rela- 
tions department of the American 
Broadcasting Company since his 


return to the network from OWI, 


has been named director of public 
service for ABC, succeeding Har- 
rison B. Summers, who resigned 
to resume his educational work. 


e 


District Sales Offices 


MILLS AT HAMILTON, 
NEW YORK - CHICAGO 


bonds, envelope papers, tablet writing and papeteries . 


OHIO... 
+ PHILADELPHIA - 


CANTON, N. C.. 


CLEVELAND - BOSTON - 


a 


AON enrisin¢/ 


It is axiomatic that a business which a big through adver- 
tising could attain some measure of success without it. Just as 
a man can peddle goods instead of operating a store, walk in- 
stead of ride, or live the life of a transient along the road. But 
this isn’t the way Americans like to do. In this country adver- 
tising is the accepted method of doing business more easily, 
more economically. Printed advertising is the big selling force 
in business, and Champion contributes its full share through 
high quality in its many offset and letterpress grades, busi- 
ness papers, envelope, tablet writing, papeteries and specialties. 


ghd Chamfprin Yipuer AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
. 2,000,000 pounds a day 


.. HOUSTON, TEXAS 
ST. LOUIS - 


CINCINNATI « ATLANTA 


MISCONCEPTIONS 


_ The POOR get children 


Higher 
income 
families 
average 
more 
Children 
than 
families 
in low 

- income 

_ 8roups 


(U. S. Census Bureay) 


HILLMAN WOMEN’S 
GROUP FAMILIES, 
with median incomes 
of $2,805, average 

1.6 children. 


Here is 
“AVERAGE” AMERICA 


HILLMAN 


WOMEN’S GROUP 
Real Story — Movieland — 
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it must still be officially approved,|outdoor volume this year would 
Outdoor Industry it is hoped to get the design into| exceed 1941 by at ek 20%. 
. service as quickly as possible. It 
to Consider New is an all-steel structure, which A B 40° 
eliminates both the conventional | * vco buys 0% Interest 
Standard Panel lattice-work underneath and the|in Frozen Food Products “es ‘ “Dye ine - ne PP i ae 
back bracing, being suspended on} Aviation Corporati ings are happening at Fitzgera vertising Agency in New 
Rese ye Buia ayia grad page ol three uprights which require no|has acquired . in 'imsecen ia Orleans. Joe Killeen, one of the partners, became a grandfather for 
i tee wank tf the Gutter indue- bracing, but have been tested to|Frozen Food Products, Inc., New the second time Jan. 25, when one of his daughters gave birth to a 
try generally accepts specifications insure ability to withstand winds| York, newly-organized to make girl in Salt Lake City, and Joe Epstein, another partner in the 
‘ y Pp of gale proportions. and distribute home freezing units,| agency, is taking a good look around Guatemala in the company of 
or a new standard panel shortly cn donk winaiibidibene tat which will be made in one of| his uncle. Max Epstein. chai 'G 1 : Ww 
to be presented to it, Bailey Mar-|. *: ry eature| a vco’s plants. Cc Chi pstein, chairman of General American Tank Car nigh] 
tin, vice-president of Outdoor Ad- = its all-steel, porcelain enamel The move is part of Avco’s ex- orp., § hicago. Aer , ; ry k 
vertising Incorporated, San Fran- trim or molding, consisting of a pansion in the home appliance Cincinnati admen are getting set for the coming Red Cross drive, iona 
cisco, told the Tenth District AFA pearl gray frame, narrow gold| field, following the acquisition of with William G. Werner, Procter & Gamble ad dir., as chairman of the f 
today. band, and white enamel. The new|controlling interest in Crosley| the publicity committee. Assisting him are Erie Stockton of the lay 
The new panel is a 26-sheet size, structures, which measure ly 2”|Corporation, and in New Idea, Stockton-West-Burkhart agency; James W. Petty, dir. of advertis- adio 
rather than the conventional 24-|~ 24’ 6”, will require no painting. | Inc., farm implements. ing, H. & S. Pogue Co.; Howard Besuden, of the P&G ad dept.: mem! 
sheet, and entirely eliminates Instead, they will be washed when 2 es Chet Moreland, pres., Chester C. Moreland agency; W. C. Marsh, Instit 
blanking paper, although the|PSters Soe Seenneee: FC&B Moves Units Cincinnati mgr., Compton Advertising, and Benj. F. Faulkner. . wt 
smaller posters may be displayed Mr. a in revealed that na- The accounting, billing and Burton Browne, pres. of Burton Browne Advertising, writes that est € 
in it by filling out the unused ional billings in outdoor now | checking departments of Foote, he’s giving the “ha-ha” to the boys in Chicago who are shivering Jacks 
space with blanking paper as at stand at an all-time high, and as-|Cone & Belding in Chicago are| through sub-zero weather. He’s first 
present. serted that in the fall of 1945 ef- now located at 315 E. Grand Ave. in Tucson, vacationing with dustr 
fective-circulation of the medium|The agency’s general offices will] «4 pg, Akeroyd, tube replace- tising 
Quick Action Sought — = a prog remain at O19 N. Michigan Ave.) ment sales mgr. of Raytheon of the 
; an Mfg. Co., Newton, Mass... Fo 
Pan hia genie | Pagal as enw ae Pa gpa Named Sales Manager This year, for the first time, Depa: 
research and discussion by the in-| OAI, to the effect that on the ae Tsecees Ceapeny, Ot.) Ciscnge stvertiong ae . ek 
dustry, Mr. Martin said, and while basis of business already booked Louie, bas advanced Tom Cooper) men have been organized as a — 
icine ‘ y booked, 'to the position of sales manager. unit to help the annual finance build 
0 campaign of the Chicago (City) enabl 
Council of the Boy Scouts. Wil- secur 
liam L. Diener, of Leo Burnett produ 
Co., is chairman of the adver- 
tising division, and working 
with him to do a bang-up job At 
A h I t f D l b on the drive are: Agencymen tion c 
not er mpor an eve opment ry D. S. Manchester, Foote, Cone an in 
& Belding; Lorry Northrup, Er- Jacks 
win, Wasey; Les Sholty, Maxon, whicl 
Inc.; Paul Keenan, Dancer-Fitz- natio} 


AMERICAN EXPORTER 
Expanded Coverage of the 


ea 
pie 
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INDUSTRIAL 


— 
Sse 


es 


MARKET ABROAD 


gerald-Sample, and Dale Mc- 
Cutcheon, J. Walter Thompson. 
Magazine reps include Harry 
Hurlbut, McCall’s; Phil Mercer, 
Family Circle; Frank Chaffee, 
American Home; Lee Walker, 
House Beautiful, and Ed Fryk, 
Parents’ Magazine. Buell Her- 
man, of Edward Petry & Co., is 
on the list for station reps, and 
network members of the com- 
mittee are James McEdwards, 


PRIZE CATCH—Agencyman Walter 
Guild, of Garfield & Guild, San Fran- 


NBC; Dan Orth, MBS; Dean 
Linger, ABC, and Roger Hous- 
ton, CBS. 


cisco, poses with the Chinook salmon 
he caught in the Smith River near 
Douglas Camp in the Sierras. 


wr the January issue, 
AMERICAN EXPORTER 


takes 


The Orlando, Fla., Amvet 
post has awarded a certificate to Martin Anderson, publisher of the 
Orlando Daily Newspapers, proclaiming him as the local citizen 
who did the most for servicemen during 1945. The achievements 
on which the award was based included publication of the “G.I. 
Galley Sheet,’ mailed to members of the armed forces; the Sun- 
day Service Letter published each week, and the fight waged for 
jobs for returning veterans... 

The engagement list, slack this week, includes the announcement 
that Trudy Cummings of TWA has promised to marry Howard W. 
James of the Rex Ceder agency, New York. .. Donald M. Chase, 
a member of the Syracuse Post-Standard for 19 years, a consider- 
able part of which he spent as retail ad manager, will take a new 
job April 1, as exec. 
director of the Hav- 
erhill, Mass., Com- 
munity Chest. . . The 
Downtown  Associa- 
tion of San Francisco 
gets the same v.p 


another step towards more 


effective service to advertisers and 


readers. With this issue, the techni- 


cal and engineering section is being 
bound separately as AMERICAN 
EXPORTER—INDUSTRIAL. 


The new AMERICAN EXPORTER 
—INDUSTRIAL is an expanded out- 
growth of the Industrial Supplement, 
which has been a part of AMERI- 
CAN EXPORTER for the past five 


years. Issued separately, it is larger and director it had 
: catale 5 last year: John W. 
and more complete, covering all fields Wood, gen’l mgr. of 


of industry and industrial engineer- KPO, just reelected. 

At the annual meet- 
ing of the Lanten 
Club of Boston, or 
ganization of reps o 
nat’l magazines, Wil 
liam P. Hamann, Ne' 
England mgr. of For 
tune, was elected go\ 
ernor for ’46, an 
William H. Pond, re 
of The American Weekly, was elected sec’y-treas. . . 

Arthur Farlow, J. Walter Thompson Co., and Roger Loutz, War 
& Wank, both of San Francisco, took part in the sessions of tl 
| Institute of World Trade held Jan. 24-26 in the University Extensi: ' 
Auditorium. Mr. Farlow presented the address for the panel di tch 
cussion of export sales promotion and advertising, and Mr. Lou oa 
was a member of the panel. The meetings were sponsored by tl it 
San Francisco Bay Area World Trade Promotion Committee of t! h 17 
San Francisco C. of C. in cooperation with the Extension division “nhs. o 
| the University of Cal. and Stanford U... ; 

“This retiring business is the best racket I ever got into,” declare: r jo 
Arthur J. Brewster at the Advertising Club of Syracuse, where h 
was honor guest at a luncheon on the occasion of his retirement a 
| ad manager of L. C. Smith & Corona Typewriters. He receive f iy 
| gifts from both management and employes, and more gifts whe! e€ qu 
he retired from part-time teaching at the College of Business Ad y be 
ministration, Syracuse University. Then, to continue the record 0! 
giving, Jerome S. Weill, on behalf of the club, presented Mr. Brew- 5S wil 
ster with a wallet and lighter set. . . 


ing. 


Monthly: 
English—Spanish 


The circulation to importers and 


SWAP WING TALK—Lib Gardner, Evanston, Ill., 

flier who recently had a narrow escape when she 

tested a new type of parachute, was a guest at a 

party in Miami Beach given by Richard Sigerson, 

left, and Richard Bellamy, both executives of J. M. 
Mathes, Inc., New York. 


ial industry overseas is 35,000 


copies per month, 


ae The editorial features cover the important new American engineering and industrial 


developments. Over 300 American industrial manufacturers are advertising in this 


section. 


For American manufacturers selling industrial lines abroad, this new development of- 
fers the means of reaching both distributing outlets and industrial purchasers simulta- 


neously in all foreign markets. | 


AMERICAN EXPORTER 


Johnston Export Publishing Company 
386 FOURTH AVENUE NEW YORK 16, N. Y. 


PHILADELPHIA SAN FRANCISCO 


CLEVELAND CHICAGO ST. LOUIS LOS ANGELES | 
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Fisheries Group 
Adopts Radio for 
First Industry Ads 


Washington, Jan. 30. — The 
nighly individualized fish indus- 
ry breaks into a planned institu- 
ional advertising campaign for 
‘he first time with the release to- 
lay of a series of 13 transcribed 
adio programs for sponsorship by 
members of the National Fisheries 
Institute. 

While this is admittedly a mod- 
est effort, according to Charles E. 
Jackson, general manager, it is a 
first step. which may lead to in- 
dustry public relations and adver- 
tising efforts comparable to those 
of the American Meat Institute. 

Former director of fish for the 
Department of Interior, Mr. Jack- 
son joined the newly formed in- 
stitute some months ago to help 
build an organization which would 
enable the fishing industry to 
secure a wider market for its 
product. 


Will ‘Invade’ Midwest 


At the moment, fish consump- 
tion compares poorly with meat as 
an important element of diet, Mr. 
Jackson eoncedes. The big step 
which must be taken to increase 


national consumption of fish, he| that 


west. Fish eating is generally 
much greater close to coast and 
lake ports. 

With the development of deep 
freezing and pre-cooking processes, 
Mr. Jackson feels that fish is ready 
to go into new markets. First, 
however, he says it must build ac- 
ceptance and must find retail out- 
lets. 

Little is known about the dis- 
tribution situation, but Mr. Jack- 
son suspects that in many areas of 
the country there are simply no 
existing outlets for fish. More may 
be available on this subject if the 
Department of Agriculture is able 
to go ahead on a study of fish dis- 
tribution now under discussion. 

Marketing Not Organized 

Marketing of fish is not organ- 
ized in the manner that meat is, 
he points out. While increased use 
of deep freezing equipment will 
undoubtedly introduce more mod- 
ern procedures, there is still a need 
for the institute to educate hun- 
dreds of its own members on the 
best ways of marketing their 
catch. Mr. Jackson is also advo- 
cating a federal inspection act for 
fish. 

Cutting across all lines from 
fisherman to processor and dis- 
tributor, the National Fisheries In- 
stitute has about 600 members, 
with a goal of 2,000. While many 
|of its members are small, inde- 
pendent operators, it also numbers 
|some of the large processing firms 
are moving into the deep 


E* CATCHERS 


busy guy. 
openings. 


. has no time for long 


Me? 


JACKIE COPELAND, No. 1 EYE*CATCHER 


Q EMBER, you are entering a fight for 
reader’s attention. 


We have been eye-catching for advertisers 
for many years . . . helping to make ads 
that click Q-U-I-C-K! 


Proofs and details of money 


tch his eye quickly . . . or you don’t. | saving $6-per-month subscrip- 
re, work fast... or your ad’s a = tion plan free on request. 
No obligations. 
it like the crack of a pistol. An 
: 1TCHER to stop him. Crs es ees ee eee oe 
le | ts dewn his 
$ guard . . . you have your ° ° 
Pe ag . . . then shoot the works — !! ‘FREE! eee mail this now! 1 
r job to plan new EYE*CATCHERS g EYEXCATCHERS, Inc. 10 E. 38th St., N. Y. 16 
every month i | 
: Please send FREE proofbook referred to in ad. 
tter how good the layout or copy, your I N bligationg t 
: / ‘ ’ No obligations. 
| not ring the bell without an out- i 
ig, eye-catching illustration. That’s the | 
irdle every ad has got to clear—catch Name 
e quickly and convincingly l RUEGAAMRCAUS 8 AP gg ee I 
be « dramatic appeal, a beoutlfeal G AAMO6. 6 cccicccccccssccvcscevusevescescees | 
an awkward situation, a screwball + Nees i 1 
r just a plain shock-value photo that Mel che rbesbecnseed teaeseue THORS. ceccoescese 


Ss will stop and look at. 


—— a a ee oe oe eee ee oe cee onl 


believes, is to “invade” the Mid-| freezing and pre-cookery field. 


The transcriptions which mem- 
bers are to sponsor on their local 
radio stations were produced by 
Leo J. Paulin & Associates, inde- 
pendent radio producer here. 
Each contains sea songs and 
stories, and a recipe for a par- 
ticular species of fish. 

“People too often think of fish 
as just ‘fish,’’”’ Mr. Jackson says. 
“They don’t think of it as shad, 
or Boston mackerel or haddock. 
Yet they think of vegetables as 
potatoes, spinach or beans. 

“In this series we try to bring 
out the special advantages of vari- 
ous species of fish, and encourage 
the housewife to know what to ex- 
pect when she buys them. We also 
try to give her a good recipe for 
preparing them.” 


Saxer Advanced 


A. C. Saxer, associated with 
McKesson & Robbins, New York, 
for the past 12 years, has been 
appointed to the newly created 
position of national sales manager 
of domestic wines. 


Wildroot Ups Ad Budget 


Wildroot Company, Buffalo, 
maker of hair preparations, has 
increased its 1946 ad budget $500,- 
000 to a total of $2,000,000 for the 
Woody Herman show on ABC, 
1,183 local broadcasts weekly on 
227 stations, copy in 46 magazines, 
four-color ads in Sunday comic 
sections of 55 newspapers and car 
cards in major markets. Batten, 
Barton, Durstine & Osborn is the 
agency. 


KCM] to CBS 


KCMJ, Palm Springs, Cal., joins 
CBS Feb. 10 as a bonus station 
to the Pacific network, bringing 
the total of CBS outlets to 154. 


Owned by the Palm _ Springs 
Broadcasting Company, KCMJ 
starts operations Feb. 10 on 250 


watts, 1340 kc. 


Porter Bibb to L4M 


D. Porter Bibb Jr., recently re- 
leased from the Army, and for- 
merly account executive of the 
Kudner Agency, New York, has 
been named an executive of Len- 
nen & Mitchell, New York. Prior 
to his work with Kudner, Mr. 
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Bibb was projects director of the 
Advertising Council, and director 
of public relations for Batten, 
Barton, Durstine & Osborn. 


Teetsell Joins WFPG 


Irving F. Teetsell, formerly as- 
sociated with WJTN, Jamestown, 
N. Y., has been named sales man- 
ager of WFPG, Atlantic City. He 
will handle local, national and net- 
work sales in Atlantic City. 


“Value Line’ to Lupton 
“Value Line Investment Sur- 
vey,” published by Arnold Bern- 
hard Company, New York, has 
appointed John Mather Lupton 
Company, New York, to handle 
forthcoming advertising in news- 
papers, business papers and fian- 
cial media, and by direct mail. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 
Artkraft* taneietetne Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


Y/ 


*Trodemarks Reg. U.S. Par. Of 


M&F'S CIRCULATION CENSUS 
DISSECTS DETROIT TRADING AREA 


New Report Introduces Ad Managers 
to Buyers in 463 Key Plants 


Mill & Factory’s latest Census 
report (Detroit) shows how 
many circulation facts used to 
be hidden behind statistics. 
Mill & Factory, through its 
revolutionary Circulation Cen- 
sus, gives you this: 

1. Tota! number of 

worthwhile plants. 


2. Their authoritative 
financial ratings. 


3. Names and positions 
of men in these plants 
who receive and read 
Mill & Factory regu- 
larly. 


It took months of work to 
assemble authentic facts on the 
Detroit market. There are 149 
plants rated over $1,000,000 — 
142 others rated over $200,000, 
and so on. Do you realize that 


Detroit, a region of industrial giants, constitutes an incomparable 
market for the output of producers, large and small, the country over. 
In this sales-rich territory, through M&F’s columns, an advertiser points 
his copy to men who can say “Yes” and make it stick. 


Mill & Factory 
Plant Rating and Coverage Table 
Detroit, Mich. Area 


(Wayne and Oakland counties) 
No. o 


Worth- Number Number of 

while reached by copies of 
Retings Plants* M&F M & Ft 
AAA 149 149 100°% 310 
AA 52 52 100% 73 
A 21 21 100°% 32 
B 69 69 100% 88 
c 66 66 100% 71 
Unrated ** 106 —— 138 
“Excluding branches and warehouses. 


**Includes unrated plants of substantial 
buying power. 
tTests show each copy of Mill & Fac- 
tory is read by between 5 and 6 Plant 
Executives. 


Mill & Factory places your ad- 
vertisements in the hands of 
the key men in every one of 
these plants, and can tell you 
their names and positions? 

This great job of personaliz- 
ing Mill & Factory’s nation- 
wide circulation is made possi- 
ble through the cooperation of 
over 1300 industrial salesmen 
working for 133 of the nation’s 
leading Industrial Distribu- 
tors. They constitute the un- 
matchable “circulation staff” 
that ferrets out and refines the 
precious facts that go into the 
Circulation Census. 

Ask to see the job they did in 


Detroit. 
e*ee 


Write or call CONOVER-MAST COR- 
PORATION—205 East 42nd St., New 
York 17; 333 No. Michigan Ave., Chi- 
cago 1; Leader Bidg., Cleveland 14; 
Duncan A. Scott & Co., West Coast 
Representatives, Mills Bldg., San Fran- 
cisco 4; and Pershing Square Bidg., Los 
Angeles 13. 
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Johnson Labs 
Testing Radar, 
Nyon Detergents 


Chicago, Jan, 29.—Johnson Lab- 
oratories, Inc., maker of disin- 
fectants and soap products for 
institutional users, has developed 
Radar soapless suds for general 
household use, and Nyon Suds, 
liquid used in fine laundering, 
which it has begun to advertise 
in Chicago newspapers. 

The newspaper advertising, now 
in the test stage, will soon follow 
with ads in Good Housekeeping 
and radio spots in 10 midwestern 
states. 

Newby & Peron handles the ac- 
count. 


Joins Father's Agency 

Larry Hoskin has joined his 
father’s agency, Geo. C. Hoskin 
Associates, Chicago, as manager 
of the western division and direc- 
tor of radio in the office in Glen- 
dale, Cal. 


Wheatena Offers Coffee 


Measure as Premium 


From Jan. 15 through April 
30, Wheatena Corporation, Rah- 
way, N. J., is offering the consumer 
a standard red plastic coffee meas- 
ure with an extremely long handle 
in exchange for a large size Whea- 
tena boxtop. 

The offer is being made via a 
counter card and dealer mats, 
which are being made available to 
all coffee dealers, roasters and 
manufacturers for their own dis- 
tribution. The name and price of 
their brand, or brands, of coffee 
is printed on the counter cards. 


Dermetics Names Kudner; 
Cavalli Ad Director 


Dermetics, Inc., New York, has 
appointed Kudner Agency, Inc., 
New York, to handle advertising 
of its hydronized oil products and 
the full line of hydronized oil cos- 
metics. 

Charles Root Cavalli, formerly 
account executive of Wesley Asso- 
ciates, New York, has joined the 
company as advertising and pro- 
motion director. 


Back Sales with 


Good Advertising, 
AFA Group Advised 


Dallas, Jan. 29.—Good, intelli- 
gent advertising is the keystone in 
the arch of sales, F. K. Doscher, 
general sales manager of Lily- 
Tulip Cup Corporation, told the 
Victory convention of the Tenth 
District, Advertising Federation of 
America, here; but it is too bad 
that much advertising is neither 
good nor intelligent. 

Attacking the “weaknesses” of 
advertising agencies, Mr. Doscher 
told the 300 admen from Texas, 
Oklahoma, Louisiana and Kansas 
that “We don’t need advertising 
that will win awards; instead, we 
need advertising that creates fa- 
vorable attention and action for 
the product, that proves our state- 
ments without hokum, and that 
our sales organizations will be 
proud to use.” 


Advertising Age, February 4, 1946 
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All through the convention ses- 
sions, speakers, including Mr. 
Doscher, S. R. Bernstein, editor 
of ADVERTISING AGE, Elon Borton, 
AFA president, and others, em- 
phasized the necessity for adver- 
tising men and women to measure 
up to their responsibilities as the 
motivating force in moving the 
goods and services which Ameri- 
can productive capacity can now 
turn out. 


Elect Brandborg 


The convention wound up today 
with the election of Gus Brand- 
borg, KVOO, Dallas, as governor 
of the Tenth District; Richard 
Hale, Shreveport Times, as first 
lieutenant governor, and Ira E. De 
Jernett, De Jernett & Henderson 
Advertising Agency, Dallas, as 
second lieutenant governor. The 
secretary-treasurer will be named 
later by the new governor. 

The convention, first since the 
war, got off to a running start 
with a talk on the sales value of 
color by George D. Gaw, director 
of the Direct Mail Research Insti- 
tute, Chicago, and a discussion of 
the work of the Census Bureau 
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Girrah [ 6 found iF 
25 Wes? F5I S7t 


New Phone: LOngacre 5-0900 


Don't forget! Family Circle's 
new address is 25 West 45th St. 
New York 19 * New York 


Pardon our exuberance, but we're really excited about our new 


offices. We’ve been popping out at the seams for quite some time. 


Now, we have enough elbow room for our editors... a shiny new 


test kitchen for our home economics staff ... a bigger production 


25 West 


New York * © ° 


45th Street - 


department to service your copy...a bigger switchboard to handle 


your calls. To avoid delays, please make a memo: 


Effective immediately, all copy should be sent to 


New York 19, 
LOngacre 5-0900 
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WESTERN PACIFIC 


FEATURES TRADEMARKS — This ad, 
showing the trademarks of numerous 
roads, was used in newspapers throuch- 
out its territory by Western Pacific 
Railroad Co., San Francisco, during 
January. Carl C. Wakefield Advertis- 
ing Agency handles the account. 


by J. C. Capt, director. 

Yesterday afternoon was given 
over to a discussion of postwar de- 
velopments in radio by Sheldon 
Hickox Jr., manager of station re- 
lations, National Broadcasting 
Company; a presentation of ‘The 
New Challenge to Advertising and 
Marketing” by Mr. Bernstein, and 
an engaging view behind the com- 
mercial photographer’s doors by 
Lejaren A. Hiller, top Underwood 
& Underwood photographer. 


Future Outdoor Plans 


The formal sessions wound up 
with a presentation on outdoor 
plans for the future, reported 
elsewhere in this ‘issue; a lunch- 
eon talk by Ralph Heinzen, Wash- 
ington correspondent for UP, and 
a talk by Mr. Borton, who out- 
lined the activities of the revivi- 
fied Advertising Federation and 
made a strong plea for more pro- 
fessional activities on the part of 
local adclubs, particularly in the 
fields of public service and truth- 
ful advertising. 

A new statement of advertising 
principles promulgated by the 
AFA, reaffirming its devotion to 
informative, truthful advertising 
which does not violate good taste, 
and which recognizes “its eco- 
nomic responsibility to help re- 
duce distribution costs and_ its 
social responsibility in serving the 
public interest,” was formally ap- 
proved by the meeting. 


Texas Stations Join 
Valley Network 


Ten Texas Network stations will 
join with the Mississippi Valley 
Network’s hour-long morning farm 
service program, “Town & Country 
Time,” on Feb. 4, John W. Boler, 
chairman of the board of the North 
Central Broadcasting System, Chi- 
cago, has announced. The NCES 
operates the Milississippi Valley 
Network. 

The Texas stations are KBST, 
Big Spring; KFRO, Longview: 
KPLT, Paris; KRRV, Sherman; 
KCMC, Texarkana; KNOW, Aus- 
tin; KBWD, Brownwood; KTH T, 
Houston, WACO, Waco, and WER, 
Dallas. 


Holmes Joins ‘Puck’ 


Walter R. Holmes, formerly 
with Douglas Leigh Poster Adver- 
tising and before that with New 
York Subways Advertising, as 


joined the eastern sales staff of 
| Puck—the 
| York. 


Comic Weekly, New 
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VALENTINE BOOSTER—Gartner & 
Bender, publisher of Golden Bell greet- 
ing cards for variety stores, placed this 
ad in the February issue of Photoplay 
through Reiss Advertising, New York. 


Saks Dooms Sign 
Atop Michigan 
Avenue Property 


29.— ‘Huge, _il- 
luminated signs on  Chicago’s 
Michigan Ave. are an eyesore,” 
Harold Fleischman, manager, 
Saks-Fifth Avenue buildings, said 
today following an announcement 
that the retail firm will remove 
the illuminated sign towering four 
stories above the roof of a mansion 
it owns on Michigan Ave. 
sign advertises Calvert whisky. 

“We believe that such signs are 
not in good taste,’ Mr. Fleischman 
said. “In New York our firm is 
a member of the Fifth Avenue 
Association, which binds its mem- 
bers to beautify Fifth Ave., and 
agrees to ban illuminated signs 
or sign boards from its buildings. 
Similar action can and should be 
taken here.”’ 


Chicago, Jan. 


A North Michigan Avenue As-| 


sociation was formed in the ’20s 
to coordinate business activities 
of retail stores on the avenue, but 
it is said to have died of neglect 
in 1942. Mr. 
hopes the move being made by 


Fleischman said he! 


The | 


| 
| 


| 


Saks-Fifth Avenue here will help} 


create an organization similar to} 


the Fifth Ave. group in New York. 


Will Erect New Store 


The Chicago store owns 
property from 669 N. Michigan 


Ave. to the corner of Erie St. It 
plans, Mr. Fleischman said, to 
build a $500,000-or-more store 
there “when materials are avail- 


able.” 

While the date for removing the 
illuminated sign from the Saks’ 
property has not been set, Federal 
Electric Company, Chicago, the 
tenant, has been notified of the 
store’s decision. The sign com- 
Pany’s officials would make no 
‘comment on the situation. It was 
learned that they pay a substan- 
t rental for the space to the 


Saks-Fifth Avenue company. 


Commenting on the move, John} 


IF YOU HAVEN'T 
SEEN THIS MARKET 


You Il want to know why certain 
fools, drinks, cosmetics and 
Cigevettes are missing out on it. 


rr it is all around you, with 
billion dollars to spend on 
e" thing people buy anywhere. 
e* the Negro market is so close 
all that it’s easy to overlook 
id yet it is amazingly easy to 
it, toc, for the Negro looks 
is race press for guidance. 
advertising in his papers can 
his confidence, good will, and 
ir patronage. 


) matter what your product is, 
ll pay you to write to Inter- 
United Newspapers, Inc., 545 
Avenue, New York, for the 
and the success stories built 
of reaching this great and 
ing market through economi- 
idvertising. Write now. 


the | 


Root, noted architect of Holabird 
& Root, said, “Sign boards and 
electric signs tend to detract from 
the beauty of the avenue. Michi- 
gan Ave. is spotted by signs con- 
structed of enough steel girders 
to build a small building.” 


Two Join Stockton 


Rene Pepin, previously associate 
director of research with McCann- 
Erickson, New York, has joined 
Stockton - West - Burkhart, Inc., 
Cincinnati, as vice-president and 
director of research. Jules C. 


Gerding, formerly executive vice- 
president of Jones & Bradley, New 
York, has joined the agency as ac- 
count executive. 


KCMO to 50,000 Watts 


Station KCMO, Kansas City, 
Mo., has been authorized by the 
FCC to enlarge its broadcast fa- 
cilities from 5,000 to 50,000 watts. 
The order also included a change 
in the station’s frequency from 
1480 ke to 810 ke. A 160-acre 
farm at Nashua, Mo., just pur- 
chased by the station, will be used 
as the new transmitter site. FM 


and television are included in 

KCMO’s plans. 

L. A. Agency Moves 
Davis-Hood & Associates, Los 

Angeles agency, has moved its | 


vuuces to the Ninth & Hill building, 
315 W. Ninth St. 


Sierra to Stress Brand 


Sierra Candy Company, San 
Francisco, using the same general 
themes it used in 1945 campaigns, 
will employ 1,000-line two-color 
advertisements in West Coast 
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newspapers to heighten holiday- 
season sales for its candies. This 
year, however, the company will 
stress brand identification. Robert 
B. Young Advertising Agency, San 
Francisco, handles the account. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, ete. 
ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 


\New Haven 
WAAB Worcester 
WCSH Portland 


\ Lawrence 
WSAR Fall River 
WLBZ Bangor 
WHTD Hartford 


WATR Waterbury 
(Conn.) 


WFEA Manchester 
W BRK Pittsfield 


Plus FM 


WMTW Mt. 


93 STATIONS 


WNAC Boston {Holyoke 
WHYN‘<._. 
WEAN Providence \Springheld 
(Brid WNLC New London 
WICC ridgeport 


WGITR Mt. Paxton 


WEI m/ Fitchburg 


| Leominster 
WLNH Laconia 
WRDO Augusta 


wou it 
WHA I Greenfield 
WSYB Rutland 
W HEB Portsmouth 
WDEV Waterbury 
(Vt.) 


WWSR St. Albans 


Stations 


Washington 


HROW your voice into every nook 


and corner of this prosperous six- 


state area, via The Yankee Network. Its 
23 friendly, locally-accepted,home-town 
stations offer you a partnership in New 
England's mostcomprehensivecoverage. 


Truly a great New England institu- 


tion, The Yankee Network gives your 
message the advantage of direct, local 
impact. The daily lives of millions of 
New Englanders revolve around their 
local community, of which their home- 
town Yankee station is an integral part. 


More and more Yankee advertisers 


are steadily reaping the harvest of this 
intimate local acceptance. 


pteceptance ca The Yankee Network’s Foundation 


THE YANKEE NETWORK, inc. 


Member of the Mutual Broadcasting System 
Represented Nationally by EDWARD PETRY & CO., INC. 


21 BROOKLINE AVENUE 


, BOSTON 15, MASS. 
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bert S. Houston, president of the|reprint shows the light, factua civili 
Associated Advertising Clubs of|and gently chiding tone of th — 
the World, who insisted we bring | answer. pe" 
the Chicago plan of sponsored ad- Reaction was immediate an pract 
ee ere : vertising to the first wartime con-| gratifying. pi 
= , , vention and put it behind the What d’ya bet the show’s Hoope 
sae aera 2S Soe cong gee “a inp ee Liberty Loans and the $100,000,000| climbs in Meadville, next Mon- Heng! 
‘ |and Wilbur D. Nesbit, who wrote | papers a elped an € JOD WaS|Red Cross drive. We did; the! day at least? : ; 
Further Recollections land illustrated the copy, is the|done in 10 days—35 full pages,| advertising clubs made a complete . Rosert L. Murpny, It i 
of World War I Ads | firm of Marshall Field & Co. It|value $42,000, all sponsored and| success of both, and I was made} Murphy & Gapp Advertising, behal 
To the Editor: A dozen friends) was their James Simpson, vice-| paid for by individual advertisers.| executive vice-chairman of the Meadville, Pa. we fk 
have called my attention to Major | president, and trustee of the Amer-| Provided the Red Cross had| National Advertising Advisory ever quate 
Carl E. Walberg’s article in your|ican Red Cross, who selected this | paid $42,000 for the advertising—| Board, which functioned as Mr. B Cc . Back: preci 
Jan. 7 issue, dealing with adver-| writer and gave him the entire|the average cost was 7% cents/ Walberg has described, and helped |‘ oys . oming Dac to da 
tising in World War I. responsibility to comply with|per dollar received, against an|make every wartime promotion a| Pony’ Orders Fall you \ 
Major Walberg gives me too|President Wilson’s request that | allowance of 15 cents; tops for any | success—with a total of $100,000,-| To the Editor: My list of ad men 
much personal credit. I simply | 150,000 members of the Red Cross|other membership drive else-|Q99 of sponsored advertising in| in the service is now so small that Yo 
invented and created the “Chicago|be secured quickly in Chicago, | where. U. S. A. and Canada. I plan to discontinue sending out 
plan” of advertising . . . meaning|spring of 1917, when there were| It was worth a million dollars Witu1am H. RANKIN, any further issues of the Service- To 
that an advertiser who signed,|only 125,000 members in the en-|in building morale in Chicago and New York. | men’s Pony Edition of ADVERTISING every 
sponsored and paid for a full page| tire U. S. A. as an example for other cities— een rey wome 
in one of the newspapers, more| The writer had just been suc-|the total U. S. A. membership| Tglon Defends Meadville During the time I sent this out in a 
than doubled the value of the ap-| ceeded as chairman of the Western | quota was changed from 5,000,000| To the Editor: Talon, Inc., (for|I received countless letters of ap- this « 
peal, especially so if that appeal| Advertising Agency Association by | to 10,000,000 and when C. E. Wal-| whom we do employe-community | preciation from the men who were their 
was intended to help win the war/Paul E. Faust. We told him our/berg and the sponsored advertis-| relations advertising) couldn’t re-|receiving the pony edition. You cw 
such as the first page ad signed|story and he asked: “What do|ing from Washington Red Cross| cist answering Franklin P. Adams’|may be sure you did them a real Your 
by Thomas E. Wilson, president of} you want us to do?” “Sell the| headquarters got through working} comment that ‘Meadville isn’t|service while they were in the link © 
Wilson & Co. other 32 pages to 32 advertisers,” | they had enrolled 23,000,000 mem- peas ocesnd terete. flung 
Sharing the pioneering honors|I said. So Paul and Stanley Clague,| bers to the Red Cross—and I still FI eal Artuur H. Morttey, much 
with Mr. Wilson and with Col.|Jim O’Shaugnessy, Joe Finn,|think the Red Cross should give Mr. ADAMS } Publisher. The American 
L. C. Pedler of Charles Daniel} A. D. Lasker, and the advertising| DSMs to all concerned. os reerees [00 ing SN aan tat aad See a M agazine, ies Want. Pre 
Frey Company, Walter R. Peters|directors of the Chicago news-| We got our rewards from Her- Ag Age 
To the Editor: With this letter To 
we want to thank you very sin- issue 
cerely for your kindness in send- Editic 
ing us miniature copies of your advist 
publication during the war years, unifo) 
which we in turn forwarded to Adve. 
our men and women in the serv- turne 
ices. days 
Needless to say, your publica- discor 
tion enabled our service people to you s 
spend many pleasant hours which many 
undoubtedly would have been dull The 
and monotonous. The hundreds peater 
TALON. Inc of ietters which we have received too, v 
a ee ee from them expressing their ap- whole 
preciation justify the time and time ; 
much of a place anyway” on last| effort you put into it. to the 
Monday’s “Information, Please”| Since V-J Day, we, like many 
program. other firms, have had a great per- We: 
The enclosed newspaper page|centage of our employes return to Rac 
To > 
furnis 
pony 
for di: 
servic 
The 
civilia 
efforts 
them 
sary. 
You 
appre 
Vice 
Ewe 
[ Ed: 
lightec 
turn t 
admen 
tivity, 
HELP WANTED | 
of Ap’ 
uted v 
womet 
Lots of It! The 
FACTS... Nearly 5,000 new positions are the we 
Manchester alone has a soht ‘mn a widely di- tion h 
se pent-up demand for 4,000 open 8 now in & witely « . oe 
BOK _seescey soon versifie os of industries in “highl 
ORI), se Plant expansion, new in- MANCH ST R ALONE et as ACE is 
A es S a, dustries large and small, and additional thousands of jobs om % 
long term production of await skilled labor in new indus- ployes 
fnizhed prod ote Pres tries throughout New Hampshire. We 
“The word must have gone around prove yo. sy ™ Carefulan Penge ke psa hl many 
. P Truly, an “A” Schedule show a market of wage earners ived 
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tion's business picture, the place where pros- portfolio. roducts .. . and the Manchester _ 
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civilian life. Within the next few 
weeks we feel that the list of em- 
ployes still in the service will be 
practically nil. For that reason, 
we suggest that you discontinue 
sending us the miniature copy of 
your publication. It has done its 
job and done it well. 

It is pretty hard in this letter, on 
behalf of the 220 employes that 
we had in the services, to ade- 
quately express our and their ap- 
preciation, so we will not attempt 
to do that and merely say thank 
you very sincerely. 

F. A. ZaGHI, 

Young & Rubicam, New York. 

To the Editor: Since almost 
every one of our servicemen and 
women will be back with us with- 
in a few weeks, I’d like to take 
this opportunity to thank you on 
their behalf for the pony editions 
you’ve been sending us for them. 
Your service provided an added 
link between home and the far- 
flung war fronts and it was a 
much appreciated link. 

LAWRENCE VALENSTEIN, 
President, Grey Advertising 
Agency, New York. 

To the Editor: The December 
issue of your Servicemen’s Pony 
Edition reminds me that I should 
advise you that all the men in 
uniform who were members of the 
Advertising Club either have re- 
turned or are a matter of a few 
days away from home. You may 
discontinue sending the copies that 
you so kindly furnished for these 
many months. 

The men have expressed re- 
peatedly their appreciation and I, 
too, want to thank you for your 
wholeheartedness in putting the 
time and thought into this service 
to the boys. 

R. J. WENTSEL, 

Western Advertising Agency, 

Racine, Wis. 

To the Editor: Thanks a lot for 
furnishing us with copies of the 
pony edition of ADVERTISING AGE 
for distribution to our boys in the 
service. 

They have all now returned to 
civilian life and therefore, your 
efforts as well as ours to keep 
them happy are no longer neces- 
sary. 

Your cooperation is very much 
appreciated. 

E. A. ELLIOTT, 

Vice - President, Campbell - 

Ewald Company, New York. 

[Editor’s Note: We are de- 
lighted to learn of the speedy re- 
turn to civilian ranks of so many 
admen. At the height of its ac- 
tivity, 10,000 copies each month 
of the Servicemen’s Pony Edition 
of ADVERTISING Act were distrib- 
uted without charge to admen and 
women in every part of the world. 
The eight-page, printed edition 
which was a familiar sight during 
the war in every theater of opera- 
tion has now been abandoned, but 
a monthly issue of a four-page 
“highlight edition” of ADVERTISING 
AcE is still available to service- 
men whose friends or former em- 
ployes care to send it to them. 

We appreciate very much the 
nany kind comments we have re- 
coived from servicemen about 

‘ pony edition, and we’re de- 
lichted that we were able to be of 
some small service to them while 
they were in uniform.] 

7  } 


Cid or New? 

Co the Editor: Peter Pan Bak- 
€:ies, Detroit, may have some- 
tong new, but they’ll have to 

w me a lot of others who have 
© joyed good homemade _ bread 
de with potato-yeast. 

WVho started the culture, I never 
ind out, but I remember scores 
women who made bread with 
and, if any accident befell their 
n culture between bakings, 
rrowed a “starter” from their 
ighbors. 

But if Peter Pan’s culture helps 
prove the breed of bread, they 


r 


will have done something for their 
country, old idea or new. 
Bruce W. ELviort, 
James Houlihan, Advertising 
and Public Relations Coun- 
sellor, Oakland, Cal. 


a Aes 

Credit Where It’s Due 

To the Editor: Re your editorial 
of Jan. 21, give credit, too, to the 
man who wrote the Seagram edi- 
torial ad, as well as a series of 
others just as frank and epochal: 
Sam Youngheart, of Warwick & 
Legler. He’s got his finger on the 


pulse of the right approach to the 
liquor problem. 
J. B. Mitcram, 
Brooklyn, N. Y. 


a, a 
Couple of Ciphers? 
To the Editor: Re your headline: 
Appliance Makers 
See °46 Production 
Increase of 10% 
Don’t look now, but you dropped 
a couple of ciphers. 
RoBert L. HUTCHISON, 
Davis Advertising Agency, 
Lexington, Ky. 


Form Donovan & Thomas 


J. F. Donovan, former vice- 
president and director of market- 
ing of Tracy, Kent & Co., New 
York, and W. L. Thomas, former 
art consultant, have formed Dono- 
van & Thomas, Inc., at 119 W. 57th 
St., New York. The new adver- 
tising agency will specialize in 
durable consumer and _ industrial 
goods accounts. 


WOR Names Poppele V.P. 


J. R. Poppele, chief engineer 
for WOR, New York, has been 
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elected vice-president. Mr. Pop- 
pele, who joined the station in 
1922, will retain his posts as sec- 
retary and director of the cor- 
poration. 


To Rockford Agency 


Cummings, Brand & McPherson, 
Rockford, Ill., has been named to 
handle advertising of the Ash- 
Away Smoker and housewares and 
bakery divisions of Chicago Metal- 
lic Mfg. Company, Chicago. Na- 
tional magazines, business papers, 
direct mail and merchandising dis- 
plays will be used. 


NO. 2 IN A SERIES OF SKETCHES ON CHARACTERS IN ADVERTISING. 


The Ni Manager... = 


.. HED BUYING 
CIGARS AGAIN / 


In presenting this eastern exposure of a west- 
® bound Sales Manager, we mean no disrespect. 
We're merely emphasizing the fact that he’s look- 
ing to the future. His back is turned on the era of 
too little merchandise for too many customers .. . 
the days when he had to forget salesmanship and 
learn diplomacy . . . when purchasing agents kept 
him supplied with cigars. 


His wife reports that he no longer snaps at the 
children or growls at the dog. When he talks in his 
sleep it’s about new products and sales quotas in- 
stead of broken delivery dates and customer com- 
plaints. And today the gleam in The Sales Man- 
ager’s eyes outsparkles the shine atop his cranium: 
He’s looking forward to a game he understands . . . 
the good old American game of selling in a com- 
petitive market. 


In looking to the future he naturally faces west- 
ward. The new West, with its exciting and solid 
growth, offers rich new markets. He is especially 
interested in that map of the San Francisco trading 
area because he knows that industrial expansions 
in the San Francisco Bay area led the entire state 
during 1945. (In one month alone, over thirty-five 


REPRESENTED NATIONALLY BY 


ee 
ee 


million dollars were spent in new plant and factory 
expansion projects in northern California.) 


As a reviewer of countless versions of that master- 
piece of creative writing—The Expense Account 
—The Sales Manager has become a competent 
literary critic. And he is constructively critical of 
his company’s advertising. He’s interested not only 
in the how of advertising. . . but also in its where 
and why. He measures its effectiveness in terms 
of actual sales. 


Hence his interest in the San Francisco market 
and his reliance on The Call-Bulletin. The vitality 
of The Call-Bulletin’s alert editorial leadership, 
coupled with its dominant position circulation- 
wise, make it The Sales Manager’s newspaper. 


TheCall-Bulletin 


Ban Prranciscos FRIENDLY CLuspaser- 


PAUL BLOCK AND ASSOCIATES 
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40 
Conner Leaves ABS 


Richard F. Conner, vice - presi- 
dent in charge of operations, 
American Broadcasting System, 
Grand Rapids, Mich., has resigned 
to take active charge of a radio 
station in the West. He was di- 
rector of station relations for MBS 
before joining ABS. 


Appoints Edwards 
J. A. Edwards, supervising 
salesman in the Kansas City 


branch office of General Mills, has 
been named midwestern district 
manager of the company’s new 
home appliance department. He 
will make his headquarters in St. 
Louis. 


l A. 


WALLWORK 
AUTOMOBILE 
SERVICE 


“WDAY SHORE KEEPS 
"EM RUNNING.TOO!”’ 


Right! If we ever pat ourselves on the back, it’s because 
so many local advertisers choose to remain our prac- 
tically perpetual clients. They're the ones wlio really 


know a station’s selling power! 


One such is W. W. Wallwork, Fargo Ford Dealer. For 
fifteen years, five days a week, every week, we've broad- 


cast its program to the Red River Valley. 


Pretty good indication that Wallwork rates us highly, 
don’t you think? And Wallwork is only one of eighteen 
“locals” who have been with WDAY, steadily, from ten 


to twenty-three years! 


WDAY., INC 


= 


FARGO, N. D. 


970 KILOCYCLES . . . 5000 WATTS 
FREE & PETERS, INC., NATIONAL REPRESENTATIVES 
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Fair Trade Rules 
in Canada Probed 
by ‘Trust-Buster’ 


Broader Powers Sought 


by Official; Three 
Fields Under Scrutiny 


Ottawa, Ont., Jan. 30.—Attempts 
to establish postwar “fair trade” 
practices in the food, drug and 
appliance fields in Canada are 
under scrutiny here by Fred W. 
McGregor, Combines Act Com- 
missioner. 

Mr. McGregor served during the 
war as head of the enforcement 
section of Canada’s WPTB, price 
ceiling authority. He resigned Jan. 
1 to resume his prewar responsi- 
bility as the dominion’s one-man 
“trust-buster.” His official title is 
Commissioner, Combines Investi- 
gation Act. 

Of greatest concern to Mr. Mc- 
Gregor is evidence that trade as- 
sociations are now preparing to 
extend into peacetime merchan- 
dising operations the price stabili- 
zation policies adopted by the gov- 
ernment during the war. Under 
investigation, specifically, is the 
food distributors division of the 
Retail Merchants Association of 
Canada. The top-ranking point in 
its program is a declaration that 
“everything possible will be done 
to persuade manufacturers, proc- 
essors and other suppliers who are 
in a position to do so, to establish 
a reasonable markup or minimum 
price at which their product may 
be sold at retail.” 


Drug Discounts Set 


Similar action in the drug and 
appliance fields is also being 
studied by the Canadian official. 
Druggists, for example, at their 
1945 convention agreed on a 
“minimum net discount of 40% 
for pharmaceutical products” and 
endorsed “an adequate margin of 
profit relative to turnover” for 
proprietary and patent medicine 
firms. They also adopted a “seal 
of approval’ for invoices of all 
manufacturers who conformed, 
The entire plan is under direction 
of a comparatively new group, the 
“Board of Commercial Interests” 
set up by the Canadian Pharma- 
ceutical Association. 

Similar goals are apparently 
planned with formation of a radio 
and appliance division of the Re- 
tail Merchants Association. The 
aim in this field is to reach agree- 
ment on price stabilization, estab- 
lished outlets and trade-in allow- 
ances. 


Seeks Broader Powers 


Just how far Mr. McGregor will 
go in curbing what are deemed 
“anti-social” practices in postwar 
merchandising, remains to be seen. 
On the one hand, some important 
factors in merchandising are mov- 
ing in the opposite direction. On 
the other, Mr. McGregor is seeking 
much wider powers from Parlia- 
ment to carry on his investigations. 

Only recently, Standard Brands 
announced in Canada that, effec- 
tive Jan. 1, it was dropping all 
minimum or resale prices on its 
various lines. Opinion polls among 
retailers themselves are said to 
indicate a general opposition to 
restrictive postwar price control. 
More particularly in the radio and 
appliance field,.manufacturers ex- 
press the view that the drive for 
postwar markets may bring highly 
competitive prices and _ possibly | 
margins for retailers. 


Toins LaRoche & Ellis 


| 


for Ted Bates, Inc., has joined 
LaRoche & Ellis, New York, in} 
| charge of radio. 


William R. Stuhler, vice-presi- | 
dent in charge of radio since 1944} 


Two Join Feldon 


Allan Franklin, formeriy with 
the New York Sun and more re- 
cently general manager of the 
19th Hole Magazine, has joined 
Richard A. Feldon & Co., New 
York, as advertising manager of 
American Mercury and_ Ellery 
Queen’s Mystery Magazine. B. F. 
Caston, recently with General 
Outdoor Advertising, New York, 
has been appointed special repre- 
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Grit Publishing Shifts 

At the = annual 
meeting of Grit Publishing Com- 
pany, Williamsport, Pa., Howard 
J. Lamade, formerly secretary and 
business manager, was appointed 
vice-president and _ secretary: 
Ralph R. Cranmer, business man- 
ager; Gilbert E. Whitely, pre- 
viously national advertising man- 
ager, advertising manager, and 
Harold B. Taylor, treasurer, suc- 


stockholders’ 


sentative for book advertising for 
these publications. 


ceeding George M. Robinson, re- 
tired. 


™\< as : 


YOU'LL LIKE YOUR DRUG SALES 
IN THE OHIO SELECT LIST MARKET 


YOUR product will NOT be a "drug on the market" 
in this eager-buying non-metropolitan Ohio area if it's 
backed by a schedule in the 49 daily newspapers of 
the Ohio Select List. These are live, newsy, home 
dailies sparked with local news of local people . . . and 
holding the key to local purse strings. Try a schedule 
and be assured of cover-to-cover coverage. One 

order, one check, 

for all 49 papers. 


“ Daily Newspapers 
othe | 
OHIO SELECT LIST 


_ offer merchandisable 
ss €overage in 


JOHN W. CULLEN N CO. = 


_ Publishers’ Representati 


COLUMBUS 


356,624 


SUN’S 
DAILY 


NET PAID 329,411 


1944 1945 
Six months ending, Sebt. 30th 


daily 
circulation... 


Chicago Sun circulation, both daily and Sunday, goes steadily up— 
according to ABC statements for the six months ending September 30. . 

positive evidence of acceptance by an enterprising, growing group oO! 
readers keenly interested in what The Sun says, in its news, its features 
and its advertising . . . And as further proof of how well The Sun 1 
liked, and read, by the alert people in America’s Second Major Market— 
circulation during January of 1946 averaged well over 370,000 daily . . 


with gains mostly in the city and suburbs where increased circulation 
| does most advertisers most good in way of results! 
| 


THE CHICAGO SUN 


| 400 West Madison St., Chicago 6, Illinois «© 250 Park Ave., New York 17, N. Y- 


National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 North Michigan Avenue « NEW YORK : 230 Park Avenue 
| Atlanta - Charlotte - Dallas -« Kansas City - Los Angeles » Memphis - St. Louis » San Francisco 
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Four of Fifteen 
Hooper Leaders 


Survive 10 Years 


New York, Jan. 29.—Only four 
network programs on the air in 
1936 and still heard today appear 
in C. E. Hooper’s ratings of the 
“First 15 Evening Programs” for 
10 years ago and for the Jan. 15 
report, published recently. 

Two comedians, one coOmmen- 
tator and one dramatic show sur- 
vived the 10-year period as Amer- 
ica’s favorites, although their posi- 
tions and ratings have changed 
considerably over the years. 

Jack Benny, sponsored by Gen- 
eral Foods Corporation for Jell-O, 
in 1936, was in fourth place with 
a Hooperating of 25.7 in 1936, as 
compared to his present sixth posi- 
tion, rated 24.9, and sponsored by 
American Tobacco Company for 
Lucky Strikes. Fred Allen, cur- 
rently presented by Standard 
Brands, ranks just before Mr. 
Benny with 25, but in 1936 Mr. 
Allen’s rating was 20.9 and his 
Bristol-Myers program was in 
seventh place. 


Winchell Keeps Rating 


Walter Winchell has kept the 
same rating over the years—17.8— 
the same sponsor, Andrew Jergens 
Company, but in 1936 he was in 
tenth place and today he is 15th. 
“Lux Radio Theater” stands third 
in 1946 with 27.4, but in 1936 the 
program was 13th with 16.9. 

Ten years ago Pepsodent’s 
“Amos ’n’ Andy,” Campbell Soup’s 
program starring George Burns 
and Gracie Allen, and Campana 
Sales’ “First Nighter’” were all 
among the first 15, but are not 
favorites today even though they 
are still heard regularly for Lever 
Bros., General Foods and Cam- 
pana, respectively. 


Seven Programs Dropped 


Seven programs, popular 10 
years ago, are no longer on the 
air, although four of their spon- 
sors are still network advertisers, 
namely, Chase & Sanborn coffee, 
Fleischmann’s yeast, Maxwell 
House coffee and Kraft cheese. The 
remaining three companies no 
longer use network shows—Rem- 
ington Rand, Shell gasoline and 
Bakers’ chocolate. The seven 
shows, no longer heard today, are 
Major Bowes, Rudy Vallee, “Show 
Boat,” “March of Time,” “Shell 
Chateau,” “Believe It or Not,” and 
Bing Crosby. Vallee, however, 
now has “The Drene Show” for 
P&G, Thursday nights on NBC. 
Crosby, who has patched up his 
contract trouble with Kraft Foods 
Company, is still radio’s most 
popular singer and ranks as its 


Another of the first 15 Hoop- 
erated shows in 1936—Fred War- 
ing, then sponsored by Ford 
Motor Company—is still heard, 
but is no longer an evening series, 
being presented on NBC weekday 
mornings, with the American Meat 


Check the Facts! 


5 = SS Study 92 
————— Shows Read- 
: ers Give More 
Than Average 
Attention to 

Advertising. 


Readership of Times 
Herald equals, and in 
many cases surpasses 
that of 91 other papers 
previously surveyed in 
“The Continuing Study 
of Newspaper Reading”’. 


» Represented Nationally by 
" JULIUS MATHEWS SPECIAL AGENCY ' 


Institute sponsoring it twice 
weekly. 

Also worth noting over the 10- 
year period is the drop in ratings 
themselves, the highest in 1936 
being Major Bowes with 38.4 as 
compared to the 1946 leader, Bob 
Hope, with 31.2. The low in 1936 
was 15.3 for Bing Crosby, whereas 
the low in the Jan. 15, 1946, re- 
port is 17.8 for Walter Winchell. 


WNCA to ABC Network 


WNCA, Asheville, N. C., will 
become an affiliate of the Ameri- 
can Broadcasting Company, on 
April 1, as a member of the south- 
eastern group, bringing the net- 
work’s total affiliates to 197. 
Owned by the Community Broad- 
casting Company, WNCA operates 
on 250 watts, 1340 kc. 


Appoint Olian 

Portis Bros. Hat Company and 
its subsidiary, Arrow Glove Com- 
pany, have appointed the Chicago 
office of Olian Advertising Com- 
pany as agency. Magazines, Sun- 
day newspapers and_ business 
papers will be used. 


ene 


Kiva = 
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If you LIVED in Baltimore... 
youd always pick WEBR FIRST! 


Baltimore folks know that there’s only ONE com- 
plete radio station—with crowds of daily visitors, 
big studio audiences, product displays... and all . .. Or a spot on the dial. 
the visual glamour of Radio City in smaller replica! 


You get the Good Will and Prestige of Baltimore’s 


terest of Radio City in smaller replica. To Baltimore- 
ans it is radio. . . other stations are only steel towers 


Local advertisers—who have to make sales here, 
know this, and have concentrated on WFBR for over 


ONLY complete radio station when you buy Balti- a decade. 


more’s BIG Home-Town Station—WFBR. 


@ Only ONE Station in Baltimore draws the crowds! 


WFBR is unique in Baltimore. It is a living, breath- 


ing personality—with all the glamor and visual in- 


MEMBER — AMERICAN BROADCASTING CO. 


WATIOWAL REPRESENTATIVE — JOHN BLAIR & CO. 


@ Baltimore’s Big Home-Town Station WFBR. 
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: | News-Sun, Waukegan, Ill, and) : pacity in 1946. 
To Arthur Braitsch _ |Mrs. Ruth B. Crary, formerly as Frank Handren Leaves Warns Against It is generally believed th 
Associated Manufacturers, Provi-| sociated with L. G. Maison & Co.,| Park & Tilford Apr. 8 ; “te 

dence, R. I., jewelry manufacturer, | Chicago, have joined Abbott Lab Postwar Paper eS eee 8 

ba Sp oe : cas | ago, ' ‘ weil Frank G. Handren has resigned | aperboard in 1946 will amou 
has placed Arthur Braitsch Ad-| oratories, North Chicago, as copy- : Pata st p uw 
vertising Agency, Providence, in| writers. . Y~ | as president of Park & Tilford Dis- 
charge of its advertising. Full| 


Eek : : | 7 ’ to 18,000,000 tons and that im- 
aie eae — PF angge Bee, neh Purchase Waves ports from Canada will excee; 
ages in jewelry publications will | ° ; ? , “ ashi seis -| 3,000,000 tons, it was reported. 
nape J y p | Opera Company Appoints companies of Park & Tilfor d, Inc., | Washington, Jan. 29. Pa per p 

The 25-year-old Philadelphia 


New York, effective April 8. His Purchasers are tending to buy as| Although this quantity may no: 
Ss 3 “ -~war , i .|be enough to meet all deman 
‘. La Scala Opera Company has ap-|future plans will be announced | far forward as they can in a man- |! ' 
Two Join Abbott | pointed Posed J. Gelule & Asso- | later. : /ner suggestive of the speculative | if speculative purchasing develo; 
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the Chicago Tribune and _ the| vertising and promotion. 
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The manufacturing of full-fashvoned hostery 1s one of tort Wayne's many industries. Picture of the «‘looping room" at “fD 
, ; : Wayne Knitting Mills—where toes and heels of women’s stockings are closely looped together. bette 
We take pride in Announcing | | bette 
c | ship! 
that the name of | by a 
. = . . T said. 
United States Advertising Company @ “Belle-Sharmeer stockings” ...in all leg sizes... BREV for small Ct 
tion 
has been changed to legs; MODITE for middlin’ legs; DUCHESS for tall legs... are made port: 
: He u 
in Fort Wayne. Nationally known, nationally advertised, the products i 
y7y. T ™~ 
EWELL & THURBER 


of Wayne Knitting Mills form the background for a steady source of 
ASSOCIATES | 


employment for factory workers in Fort Wayne. Advertised as 


Effective February /st, 1940 “e-leg-tronics.” No distributors, no warehouses—Wayne Knitting Mills 


James C. Ewell Hal H. Thurber 


sells its output nationally direct to the more important retail stores 
PRESIDENT EXECUTIVE VICE-PRESIDENT P 
all over America...employs about 1500 factory workers. 
Frank H. Canaday James A. McPhail 
St. Clair Carver Wells C. Nichols a aed mp ? 
: . . . ~ . ’ ) ” oa e News-Sentinel ts deliverec ay carrier every week ¢ ay to 
Leo S$. . ohen Erwin MW ; I olkoske 97.8% of all homes in Fort Wayne. 
A. J. Engelhardt Robert F. Smith 
A. W. Humfeld D. L. Switzer 
Robert Lacey Geo. D. Welles, Jr. 


Mary L. Wright 


CHICAGO 11, ILL. TOLEDO 4, OHIO 
612 N. Michigan Ave. 520 Madison Ave 


"Che News-Sentine 


DELaware 4466 M Ain 8205 


Gort Wayne's “Good Evening” Newspaper = 


FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. «+ NEW YORK—CHICAGO—DETROIT 
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.+. but NOT the same taxes! 


eeinessen Miho ethers in mes! ways bul with one impertant diflerence They poy ae 
Faderet came Vane on then cernings! Why can they vatein what we have te poy? 


yey weet te bnew how ths problem of ten inequality eects rev and whet we in 


tend te de eheut B tend © pest cond with your name and address te Wim C Blethen, 
Cameos 190 South Front Sweet Menkate. 


Tex Fevoritiom Tekes Money Gut of Your Pocket. Let's End itt 


MINNESOTA SMALL BUSINESS 
AND EMPLOYEES’ COMMITTEE 


mime APO manne OT A 


TAX STORY—This newspaper copy, 

placed by the Minnesota Small Business 

and Employes’ Committee, Minneapolis, 

talks about "tax inequality,” pointing a 

finger at business “owned by the gov- 

ernment, cooperatives, mutual organiza- 
tions and others." 


Special Sales | 
Drives Needed, | 
Food Group Told 

bet 


Chicago, Jan. 29.— With post- 
war progress as the keynote, mem- | 
bers of the United Fresh Fruit & | 
Vegetable Association in annual | 
convention here last week heard | 
experts in growing, packing, ship- 
ping, distribution and government | 
outline procedures for action. 

C. W. Kitchen, assistant admin- 
istrator, production and market- | 
ing administration, Department of 
Agriculture, told the 2,200 asso- | 
ciation members present that | 
Americans have lived on a higher | 
standard during the war “and are | 
going to demand that it be con- | 
tinued and further improved.” 

He declared that prosperity is | 
not divisible “in a closely inte- | 
grated economy like ours, The de- | 
pendence of farmers and consum- 
ers upon each other is greater 
than a generation ago or even a 
few years ago.” Pointing out that 
advertising and sales promotion 
are proved factors in influencing 
consumers, Mr. Kitchen urged the 


association members to cooperate 
with all segments of the industry 
in special sales campaigns. 


Proper Equipment Needed 


“Demand can be influenced by 


better grading, better handling, 
better packaging, more uniform 
shipments widely distributed, and 
by advertising and publicity,” he 
said. 

Changes in methods of distribu- 
tion and improvements in trans- | 
portation are inevitable, he said. | 


He urged wholesalers to get proper | 
equipment to handle the perish- | 


ible products “if the large produc- 
tion which our farmers are capable 
of turning out is to reach consum- 


ers in proper condition and at | 


rices which they can afford and 
ire willing to pay.” 

Mr. Kitchen was appointed to | 
ucceed William Garfitt, 
ive vice-president and_ secre- 
iry of the association, who died 


= a8 


THE ALLEN-KLAPP CO. + SEN TATIVES 


| 


execu- | 


last week in Washington. His sal-| 


P. M. Brinker, past president of 


ary reportedly is $25,000 a year. | the National Association of Retail 
The appointment is for three years. |Grocers, told the association that 


O. D. Miller, 
group, said preliminary surveys 
are now under way supervised 
by a new fact-finding, improve- 
ment and_ publicity 
Besides the problems of grading, 
packing and shipping, the commit- 
tee will have as its secondary pur- 
pose, the publicizing and popular- 
izing of fresh fruits and vegetables 
through news and feature chan- 
nels. Following the study, the as- 
sociation plans to develop a policy 
and plan for advertising, he said. 


Offers 6-Point Program 


Further to improve the worth 
of the association, Mr. Miller rec- 
ommended a _ six-point program, 
which includes continued expan- 
sion; development of facts and im- 
provements; closer relationship 
with retailers; action to force re- 
moval of all ceilings on fresh fruits 
and vegetables; increased dues, 
and individual appraisal of opera- 


| tions. 


president of the|members “must maintain their in- 


terest in their products all the way 
from the fields to the consumer’s 


| table.” 


committee. | 


He said that in view of the com- 
petition of carefully graded, 
quality frozen fruits and vege- 
tables, growers should improve 
their methods, and the industry 
should modernize its entire mer- 
chandising structure. 


Gorman Named A. M. 


Robert E. Gorman, recently re- 
leased from the Navy, has been 
appointed advertising manager of 
Zellerbach Paper Company, San 
Francisco. 


Friendly Group Appoints 

The Friendly Group of radio 
stations has appointed Joseph 
Hershey McGillvra, Inc., New 
York, national representative. The 
group is composed of WFPG, At- 
lantic City; WJPA, Washington, 

a... WKNY, Kingston, N. Y., and 
WSTYV, Steubenville, O. 


Three G-F Executives 
Are Named Directors 


General Foods Corporation, New 
York, has elected Robert L. Gar- 
ner, Edwin T. Gibson and Wil- 
liam M. Robbins, all vice-presi- 
dents, to the board of directors. 

Mr. Garner, financial vice-presi- 
dent, joined G-F in March, 1943. 
He was formerly vice-president 
and treasurer of the Guaranty 
Trust Company of New York. Mr. 
Gibson, who joined General Foods 
in 1933, has executive responsibil- 
ity for the Birds Eye-Snider and 
General Seafoods divisions, and 
the purchasing operations of the 
company. Mr. Robbins has been 
president of General Foods Sales 
Company since 1940 and a vice- 
president of the corporation since 
1942. 


Agency Changes Name 

H. P. Edward Company, Los An- 
geles, has changed its name to 
Advertising Management Service, 
with its new address 4990 Melrose 
Ave., Los Angeles 27. Bruce 
Lindeke, former account execu- 
tive, has been named vice-presi- 
dent. 


Pid 


43 


Rosenberg Leaves Hearn 


Milton B. Rosenberg, with 
Hearn Department Stores, Inc., 
New York, for 13 years, most re- 
cently as publicity director, has 
resigned. Before joining Hearn’s, 
where he was also a member of 
the executive committee, Mr. 
Rosenberg was with Lord & 
Thomas and the New York Jour- 
nal-American. His future plans 
will be announced later. 


Adds Four to Staff 


Leo Burnett Company, Chicago, 
has added three recently dis- 
charged serevicemen, Bernard J. 
Gross, John E. Nilson and John W. 
Crawford,.to its copy staff. Violet 
N. Brooks, formerly in the re- 
search department, has also been 
added to the copy department. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


We supply complete copy for U. S. and 
foreign countries — Astronomical Mat- 
ter, Weather Forecasts, Astrological 
Data, Planting Tables, Fishing Calen- 
dars, etc. 


HART WRIGHT CO. 


Penn Yan, New York 


‘PACIFIC COAST “A” MARKETS — 


At A Preferential Group-Rate, with Just One Order, One Operation! 


You Message in the West’s Three 


Great Sunday Newspapers Reaches 


Over 1,500,000 Responsive Families for 


Just a Fraction of a Cent Per Reader! 
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Bi G THREE WW Pacific Coast Sunday Group 


YOUR CHOICE OF: 
@“RUN OF PAPER” Black -and-White 
(Main News, Sports, Smart Set). 


@ “PICTORIAL REVIEW” Color or Black- 
and-White — 1,000 Line Units Only. 
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'E-1-FRISKETS 


The Prepared FRISKET PAPER 


that's always ready for instant use! 


Nowhere else can you buy this volume 
of class circulation at $2 per thousand! ff 


place the frisket film over your 
drawing or photograph. It instantly 
and easily adheres to your working 
surface. You then cut your frisket 
in the regular way. 

E-Z Frisket is extremely strong, 
cuts easily, makes sharp hair-lines 
and doesn't curl at the edges. When 
you are finished you simply peel the 
film from the copy. There's no ce- 
ment or residue to remove and copy 
remains in perfect condition. 


E-Z Frisket comes to you prepared 
with the adhesive already on the 
back. You simply peel off the pro- 
tective backing and it's ready for use. 
What it is: E-Z Frisket is a thin, 
extremely transparent plastic film 
coated with a special frisket adhe- 
sive. 
How it works: You easily remove 


ee the paper backing that pro- 
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67 West 44th St. New York, N.Y. 
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Wholesalers Find 
Most Stores Want 
Advertised Brands 


Will Aid Retailers 
to Fight Against 
Loss-Leaders 


New York, Jan. 29.— Almost 
three-fourths of retailers surveyed 
by Dun & Bradstreet for the 
Wholesale Dry Goods Institute 
said that they preferred adver- 
tised to non-advertised brands, 
Henry Matter, managing director 
of the institute, pointed out at its 
19th annual convention here last 
week. Detailed findings in the 
survey will be released in two or 
three weeks. 

The study, undertaken to serve 
wholesalers as a guide in their 
planning, elicited facts and opin- 
ions from manufacturers, whole- 
salers and retailers. 

The preference of retailers for 
advertised brands was found to 
reflect their preference for quality 
and style instead of price. “This,” 
Mr. Matter said, “ties in with the 
opinion of manufacturers that the 
wholesaler was much too con- 
cerned over price at the expense | 
of quality,” and with the intention | 
of more manufacturers in the dry | 
goods field to become advertisers. 


Increase Wholesaler Ties 


The survey revealed that “a 
fairly large number of manufac- 
turers are planning to lean more | 
heavily on the wholesaler... 
than they did before the war.” Al- 
though some plan to use whole- 
salers less, “the majority are not 
planning to change in either di- | 
rection.” 

Manufacturers who have ex- 
clusive relationships with whole- 
salers were found to like them. 
“Apparently they will be used— 
by these present users—to an even 
greater degree in the future.” 
Wholesalers were found to be 
“even more enthusiastic about ex- 
clusive distribution,” and “selec- 
tive distribution arrangements are 
popular with most retailers, as 
well.” 

Many manufacturers believed 
that wholesalers could do more to 
anticipate retailers’ demands, and 
that they could do a better job 
in covering smaller retailers, par- 
ticularly those in outlying areas. 


Accept Wholesalers’ Help 

About half of the retailers 
covered “are willing to accept help 
and leadership from their whole- 
salers in modernizing their stores 
and in merchandising and promo- 
tion.” This was found to be true 
not only of ‘‘the little fellows,” but 
of “the larger independents, even | 
those who are now buying a lot 


“2 : 
SS @ Set entirely with FOTOTYPE, this 


ad is just a sample of what can be 


done with this amazing new type 
setting device-and it cuts costs, too, 
ehminating display type and hand 
lettering charges. Quick, simple, eco 
nomical... any office girl canbe your | 


a 
ms compositor 
) 


Write TODAY for catalog explaining 


—) the FOTOTYPE system and showing | 
. > the 60 modern types now available. | 
Ca THE FOTOTYPE COMPANY 


625 W. Washington, Chicago 6 


of their merchandise direct from 
the manufacturer.” 

The stores surveyed “do not 
make much use of loss-leader sell- 
ing, even when the other fellow 
starts it. Most of them report that 
they don’t need help in meeting 
this sort of competition. They are 
not getting much help—either 
from wholesalers or manufacturers 
—whether they need it or not.” 

The survey points out, however, 
that “even in times like these, a 
vocal minority of retailers are in 
fact expecting defensive assistance 
from their suppliers” on the loss- 
leader problem. .. More than half 
of the wholesalers inthe survey are 
planning to lower their prices on 
key items to help the independent 
retailer meet loss-leader competi- 
tion. Other steps planned by 
wholesalers are lower mark-ups 
generally, better service, emphasis 
on quality, and educating the re- 
tailer. 


Philco Ups Bradley 


William E. Bradley, assistant di- 
rector of Philco Corporation, | 


Philadelphia, research division 
since early in 1945, has been ap- 
pointed director of research, suc- 
ceeding David B. Smith, recently 
named vice-president in charge of | 
engineering. | 


Simonds Joins Basford 


John Simonds, formerly with the 
advertising departments of Inter- 
chemical Corporation, New York, 
and the General Electric plastics 
division, Pittsfield, Mass., has| 
joined G. M. Basford Company, | 
New York, as an account execu- 
tive. 


Circulation Managers 
Name New Officers 


Morris Shorr, of the Call, Woon- 
socket, R. I., was elected president 
of the New England Newspaper 
Circulation Managers Association 
at its recent annual meeting in 
Boston. 

Other officers named include: 
James T. Kelly, Item, Lynn, Mass., 
first vice-president; J. J. Fitzger- 
ald, Eagle-Tribune, Lawrence, 
Mass., second vice-president, and 


Ed Byron, Kennebec Journal, 
Augusta, Me., secretary-treasurer. 


Interstate Ad Managers 
Elect New Officers 


New officers elected at a recent 
meeting of the Interstate Adver- 
tising Managers’ Association in 
Harrisburg, Pa., include: George 
R. Stewart, advertising manager of 
Washington Observer & Reporter, 
president; Don J. McKay, Chester 
Times, vice-president, and Clar- 
ence E. Hess, Tomaqua Evening 
Courier, reelected secretary-treas- 
urer. 

Retiring president Robert I. 
McCracken, advertising manager, 
Norristown Times- Herald, and 
John Shearer, Harrisburg Tele- 
graph, were elected new directors. 


R&R Names Three V.P.s 


Jonn P. Cohane, C. J. McCarthy 
Jr. and William H. Spire, account 
executives of Ruthrauff & Ryan, 
New York, have been elected vice- 
presidents of the agency. 


Named Media Head 


Leon Livingston Advertising 
Agency, San Francisco, has ap- 
pointed Stuart Choate media di- 
rector. 


45 
Appoints Serkowich 


Benjamin H. Serkowich, with 
MGM-Loew’s, Inc., New York, 
where for several years he has 
been in charge of promotion for 
the first-run Capitol Theater, has 
joined Columbia Pictures, New 
York, as director of advertising, 
publicity and exploitation. He 
succeeds David A. Lipton, who 
has resigned to join Universal Pic- 
tures, New York. 


Appoints Avalonne 


Samuel C. Avalonne, formerly 
with American Steel & Wire Com- 
pany, Cleveland, has been ap- 
pointed sales manager of Spencer 
Wire Company, West Brookfield, 
Mass., succeeding John J. Gillis, 
vice-president and sales manager, 
now retired. 


PRINTED INOIANA 


POLS 
INDIANA 


markets by using the B.R.D.G. books in your product promotion 
programs. Five well-known, well-read, well-remembered drug journals 

make up the B.R.D.G. Each book, produced with its editorial eye 
cocked on the region it represents, has a local appeal and a 
neighborly viewpoint that makes it distinctly different 

and indigenously influential. Call it S.A.*...call it local pride... 

call it regional response. (And it comes only through years of constant 
personal contact between our editors and druggists in their 

area.) Whatever you call it, these B.R.D.G. journals have it’in 
plentiful abundance. Why not hitch SECTIONAL APPEAL, 


sourwenst 


peruse 
y 


Wiese 


a potent sales power, to your product? 


APOTHECARY Ds, 


— 


PACIFIC DRUG REVIEW 


The highly personalized, 
name-sprinkled, home- 
town flavor of the B.R.D.G. 
is unmatched by any other 
trade papers—national, state 
or association. For looked-at, 
read-through, believed-in 
trade paper advertising that 
brings results, place the 
B.R.D.G. journals at the top 
of your media list. 


*SECTIONAL APPEAL! 


BASIC REGIONAL DRUG GROUP 


NORTH WESTERN DRUGGIST 


THE APOTHECARY 


SOUTHERN PHARMACEUTICAL JOURNAL 
SOUTHEASTERN DRUG JOURNAL 


GROUP OFFICES: 2642 UNIVERSITY AVENUE + ST. PAUL 4, MINNESOTA 
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46 
Names Campbell-Ewald | AFA Issues New 
introducing a line of men’s toilet- 
ries to be known as Plaid, has 
appointed Campbell-Ewald Com-| on Ad Principles 
The company is advertising Jeal- New York, Jan. 29.—The Ad- 
ousy Parfum and plans a campaign|.,... ‘ i ‘ e 
for Intrigue Parfum, bouquet con- | vertising Federation of America, 
sslianaitiaaicaieicias committee appointed by the Na- 
tional Association of Better Busi- 
To Flanley & Woodward ness Bureaus, has issued a new 
Mrs. Zola Vincent, former food 
editor for the New York Journal- ciples” emphasizing the responsi- 
: iliti hich advertisers owe to 
the Josephine Snapp award for | Pilities w 
outstanding achievement in ad-/|the public and to one another to 
vertising, has joined the executive 
accuracy, good taste and service to 
New York public relations firm. consumers. 
i a The federation’s statement, 
Guertin Joins Hallmark 
O. H. Guertin has resigned as|top executives throughout the 
I country, to Congressmen, execu- 
stairs ready-to-wear, Allied Stores | tives in the Department of Com- 
Corporation, New York, to become 
merchandising counselor for Hall officials. follows: 
Hallmark greeting cards. He will]. “1. tae ried on ue 
maintain headquarters in New| inform the consumer and help him 
York. 


Parfums Blanchard, which is 
Postwar Statement 
pany, New York, as its agency. | 
centrate and powders for women.| With the collaboration of a special 
“Statement of Advertising Prin- 
American, and winner in 1939 of 
maintain the highest standards of 
staff of Flanley and Woodward, 
copies of which have been sent to 
divisional manager of women’s up- 
merce, FTC, and other government 
Brothers, Kansas City, maker of 
to buy more intelligently. 


“2. Good advertising tells the 
truth, avoiding misstatement of 
facts as well as possible deception 
through implication or omission, It 
makes no claims which cannot be 
met in full and without further 
qualification. It uses only testi- 
monials of competent witnesses. 

“3. Good advertising conforms 
to the generally accepted standards 
of good taste. It seeks public ac- 
ceptance on the basis of the merits 
of the product or service adver- 
tised rather than by the disparage- 
ment of competing goods. It tries 
to avoid practices that are offen- 
sive or annoying. 

“4. Good advertising recognizes 
both its economic responsibility to 
help reduce distribution costs and 
its social responsibility in serving 
the public interest.” 


Weintraub Ups Trenner 


Harry Trenner has been pro- 
moted from business manager for 
radio with William H. Weintraub 
& Co., New York, to vice-president 
|in charge of radio. 


Noma Electric Acquires 
Refrigeration Corp. 


Noma Electric Corporation, New 
York, manufacturer of Christmas 
tree lights, toys and specialties, 
has purchased Refrigeration Cor- 
poration of America, New York, 
maker of Frigid Freeze home and 
farm freezers, frozen food lockers 
and air-conditioning units. This 
marks Noma’s second step in a 
program to expand into the dur- 
able consumer goods field. In De- 
cember, the firm purchased Estate 
Stove Company, Hamilton, O., 
manufacturer of gas and electric 
cooking ranges, including Heatrola 
heating units. 

John Bess will continue as presi- 
dent of Refrigeration Corporation, 
and no personnel or policy changes 
are anticipated. Peck Advertising 
Agency, New York, handles adver- 
tising for the new Noma _ sub- 
sidiary. 


Adel Appoints Agency 
Adel Precision Products Corpo- 
ration, Burbank, Cal., has ap- 
pointed Wookey & Roman, Los 
Angeles, to handle its advertising. 


Classified helps to guide 
ized dealers and service 


Brand-Conscious 
buyers “look it up” 
in the Classified 


Prospects look in the Classified section of the Tele- 
phone Directory to get quick answers to such questions 
as: “Who handles this trade-marked industrial prod- 
uct?” “Where’s an authorized service man for my 
make of radio?” “Where can I get information about 
future deliveries?” 

Questions like these, thousands of them, are an- 
swered every day of the year by more than 20,000,000 
Classified Telephone Directories. 

In 1800 cities and towns from coast to coast the 
local buyers to the author- 
men in their communities. 
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Nation‘s Welfare 
Rests on Demand, 
Brewers Are Told 


Chicago, Jan. 29.—America’: 
economic success chiefly “rests o1 
the creation of demand,” rathe 
than on its natural resources 0; 
native ingenuity, Thomas H. Beck 
president, Crowell-Collier Publish 
ing Company, asserted at the 70t 
annual meeting of the United 
States Brewers Foundation, hel: 
here last week. 

Mr. Beck stressed the impor- 
tance of “convenience of purchase 
in the form of modern distribu- 
tion and convenience of payment 
through consumer credit” in the 
nation’s development. 

“American manufacturing and 
distribution,” he said, “for the in- 
creased comfort, recreation and 
health of all American citizens ot 
both sexes and all ages, have been 
created through the combined 
genius of American manufacturers 
and American advertising.” 


Forecasts Market Trends 


Vergil D. Reed, associate direc- 
tor of research, J. Walter Thomp- 
son Company, speaking on changes 
in markets, emphasized that all 
factors point to “the increased 
potential volume of manufactures 
designed for consumers of the 
middle age and over, who in the 
future years will be the majority.” 

The nation’s resources, produc- 
tive facilities, labor force and 
other factors, he said, are suffi- 
cient to turn out $200 billions of 
goods and services a year. To at- 
tain a national product of that 
amount, he warned, “industry 
must bear in mind that the great- 
est fear people have is possible 
loss of jobs and threats to peace. 
If industry aids government in 
overcoming these, we will then 
have the required climate for pros- 
perity.”’ 

Self-regulation in the brewing 
industry has resulted in a great 
gain in public confidence, James R. 
Nicholson, director of group rela- 
tions of the foundation, reported. 
“More newspapers,” he said, “are 
accepting advertising of our state 
committees, and some organiza- 
tions whose memberships comprise 
largely persons of dry tendencies 
have invited our state directors to 
speak on the foundation’s pro- 
gram.” 


Wilson Named A. M. 


Cyril (Pete) Wilson has been 
appointed manager of the adver- 
tising department of Huntington 
Publishing Company, Huntington, 
W. Va., publisher of the Herald- 
Dispatch. 


Joins Goodman & Theise 


Donald Gelb has resigned from 
Foote, Cone & Belding, New York 
to become advertising and sale 
promotion manager of Goodman & 
Theise, New York manufacturer 0! 
Stafford fabrics. 


Plans 20°/, Size Increase 


Modern Industry, business pap 
published by Magazines of Indu 
try, Inc., New York, is increasi!: 
its over-all size to 10%” by 1! 
representing a page size increa 
of 20%. The change becomes « - 
fective with the April 15 issue. 


— 


RADIO TECHNICIANS 


Best Informed 


Circulation 57,394 


Net Paid A.B.C. 
RADIO-CRAFT 


[The Magazine that Keeps] 


25 WEST B/WAY, NEW YORK * 
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of 
Admen>xcthe 


Armed Forces 


Lt. Lawrence Benedict (Navy) 
has joined Tucker Wayne & Co., 
Atlanta advertising agency. 

C. D. Calverley (Navy) has re- 
joined D’Arey Advertising Com- 
pany as account executive in its 
Cleveland office. Vernon Fladher 
(Navy) also has joined D’Arcy’s 
Cleveland office as an account ex- 
ecutive, and J. L. Sands (Navy) 
has been named production man- 
ager of the office. 

Alfred H. Thomas (Navy) has 
joined the staff of Hutchins Ad- 
vertising Company, Rochester, 
N. ¥. 

Tom DeBow 
has rejoined 
Cities Service 
Company, New 
York, as direc- 
tor of advertis- 
ing and news, 
after serving 22 
months in the 
press section of 
the Navy. | 

Before enter- | 
ing service, Mr. 
DeBow was as- 
sociated for 19 
years with Cities Service Oil mar- 
keting companies. 

Norman A. Bate (Army) has 
joined the art staff of Agricultural 
Advertising & Research, Ithaca, 
N. ¥; 

James M. Patt (Navy) has been 
appointed manager of WNBH, 


Tom DeBow 


New Bedford, Mass. 

William E. | 
Schneider has 
been named ad- 
vertising man- 
ager of the 
Prest - O - Lite 
Battery Com- 
pany, Indian- 
apolis. He 
served as a 
chief petty offi- 
cer in charge of 
Navy vocational 


gi 
training at 


. E. Schneid 
Sb ee W. E. Schneider 


vile, Fla. Before entering the 
service, Mr. Schneider was asso- 
ciated with the Kernel Optical 
Company, Indianapolis. 


Silver to Roche 


Lt. Comdr. Karl I. Silver (Naval 
Air Corps) has rejoined Roche, 
Williams & Cleary, Chicago, as ac- 
count executive. 

Fil Mandl (Army) has joined 
Ivan Hill, Advertising, Chicago, 
as account executive. 

August L. Tonne (AAF) has 
joined the production department 
of Earle Ludgin & Co., Chicago. 


= 
; "| a 
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FOR WESTERN 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


William Jolesch (Army) 
Fred Sheehan (Army) have re- 
joined the publicity department of 
ABC, Chicago. 

John Salisbury (Army) has been 
named program director of WMIN, 
Minneapolis-St. Paul. 

Lt. Taylor Urquhart (Navy) has 
been named to head the radio de- 
partment of W. Earl Bothwell Ad- 
vertising Agency, Pittsburgh. 

Lt. Paul Provandie (Navy) has 
rejoined the Boston office of Bad- 
ger & Browning, Inc. 

Robert E. McGoorty (Army) has 
joined the sales staff of the North 
Central Broadcasting System, Chi- 
cago. 


To Ketchum, MacLeod 


Lt. Louis F. Demmler (Navy) 
has rejoined Ketchum, MacLeod & 
Grove, Pittsburgh, as director. of 
research and advertising. 

Al Marthens (Navy) has joined 
Turner Advertising Agency, Chi- 
cago, as account executive. 

Leonard O’Conner (Army) has 
returned to the NBC central divi- 
sion news department. 

Lt. Arthur Brown (Navy) has 
joined Pierce’s Proprietaries, Inc., 
Buffalo, as general sales manager. 

Capt. Frank B. Powers (Army) 


and | 


has returned to the Knoxville 
News-Sentinel to resume his post 
as national advertising manager. 

Lt. Col. Graydon Bevis (AAF) 
is reopening his advertising busi- 
ness, Graydon E. Bevis, Inc., in 
Miami, Fla. 

David G. Wolaver (Army) has 
joined the Howard Swink Adver- 
tising Agency, Pittsburgh, as a 
member of the copy staff. 

Harold Coffin (Navy) has joined 
the San Francisco Call-Bulletin 
as promotion manager. 

Lawrence E. Crane (Army) has! 
joined Hiram Walker, Inc., San 
Francisco, as assistant to the West 
Coast vice-president. 


Rejoins McCann-Erickson 


Lt. Comdr. David C. Kettner 
(Navy), formerly with Procter & 
Gamble’s advertising staff, has 
joined the foreign department of 
McCann-Erickson, New York. 

Lt. Comdr. F. Sudgen Murphy 
(Navy) has rejoined Art Gravure 
Corporation, New York, as execu- 
tive vice-president. 

Maj. Earl M. Hoff (Army) has 
joined the public relations depart- 
ment of N. W. Ayer & Son, New 
York. 

Charles 


H. Gebele (Army) is 


back with McGraw-Hill Publish- 
ing Company, New York, as super- 
visor in statistical and sales serv- 
ice, 

Maj. Richard C. Elpers (Army) 
has rejoined the Detroit network 
sales office of CBS. 

Richard I. Robinson (Army) has 
been named assistant advertising 
manager of Phillips-Jones Corpo- 


47 


ration, New York, maker of Van 
| Heusen products. 

Lt. Henry B. King (Navy) has 
|joined the United States Trade- 
mark Association as secretary. 

Capt. Helen J. Crabtree (Wac) 
|has joined the Advertising Coun- 
cil’s staff in Chicago. 

Cpl. Harold B. Churchill (AAF) 
|has rejoined Donahue & Coe, New 


market. 


Drug & Cosmetic 


INDUSTRY 


Covers a bright spot in 
the post-war industrial 


Also Publisher of Beauty Fashion 


THIS Io NEW YORK 


. . « Unequalled in the world is La Guardia Field, New, 


York's Municipal Airport. 


It covers 550 acres ... cost 


$40,000,000 . . . has enough lighting equipment to illumi- 


nate 700 miles of cit 


streets. 


The beacon is America’s 


most powerful searchlight. Each of the 8 land hangers is 
larger than Madison Square Garden. 200 planes land and 
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York, as assistant account execu- 
tive. 

Lt. John J. McCarthy (Navy) 
is back with George A. McDevitt 
Company, New York publishers’ 
representative. 


Named Ad Chief 


Maj. Lewis Lederer (Army) has 
joined Anson Bond Production 
Company, Hollywood, as advertis- 
ing and sales chief. 

Lt. Thomas Hickey (Navy) has 
returned to the Nebraska Farmer 


as advertising manager. Capt. 
Richard Cockburn (AAF) has re- 
joined the publication as assistant 
to Mr. Hickey. 

Lt. Walter S. Holden (Navy) has 
joined the midwestern sales staff 
of MBS. 

Fred W. Lahr (Navy) has opened 
his own advertising agency, Fred 
W. Lahr Company, Indianapolis. 

Lt. Col. C. Terence Clyne (AAF) 
has rejoined Free & Peters, radio 
station representative. 

Lt. Charles E. Hartshorn Jr. 


O in the 
__ (2000 in the Evening] 


ssa 


The Auditorium was filled to capacity. 


It was the season's third meeting 
of the Women's Institute of St. 
Paul, that famous women's organ- 
ization sponsored by the St. Paul 
Dispatch-Pioneer Press. Two pro- 
grams were scheduled in the Mu- 
nicipal Auditorium. 

A qreet sea of women surged out 
of the loop district and headed 
for the Auditorium. When the 
afternoon program opened, the 
12,000 seats in the Auditorium 
were filled. 

The scene was repeated in the 
evening. 12,000 seats again were 
filled. 

Here is a quick picture of the 
thousands of women .. . of Wom- 
en's Institute Day in St. Paul in 
December. 


for ACTION 


They surged out of the Loop District. 


in ST. PAUL it's the 


ST. PAUL DISPATCH - PIONEER PRESS 


SAINT PAUL, 


MINNESOTA 


RIDDER-JOHNS, INC.—Nofional Representatives 


NEW YORK 


CHICAGO ST. PAUL 


(USNR) has joined the staff of 
J. M. Reilly Company, Boston ad- 
vertising agency. 

G. Lloyd Bunting (Army) has 
rejoined Noxzema Chemical Com- 
pany, Baltimore, as general man- 
ager. 

Frank C. Beckert (Army) has 
joined Royal & De Guzman, New 
York agency. 


Joins Export Agency 


Valentin Montero - Diaz (Army) 
has joined Export Advertising 
Agency, New York, as account 
executive and space buyer. 

Bruce A. Alexander (Army) has 
rejoined Collins & Aikman Cor- 
poration, New York, as advertising 
and sales promotion manager. 

Lt. Ernest Alvin Dreher III 
(Navy) has joined Monroe F. Dre- 
her, Inc., New York, as a member 
of the research department. 

Lt. Elizabeth Hogerty (Waves) 
has joined Woman’s Home Com- 
panion as store promotion man- 
ager. 

Lt. Col. Leonard G. Robinson Jr. 


& Hersey, New York, as radio time 
buyer. 

Maj. Robert H. Unseld (AAF) 
has rejoined Bell & Howell Com- 
pany, Chicago, as general adver- 
tising manager. 


Converse to Arndt 


Bernard T. Converse (Navy) has 
joined John Falkner Arndt & Co., 
Philadelphia, copy department. 

Lt. Comdr. Harold Kirsch (Navy) 
has joined the advertising depart- 
ment of Capitol Records, Inc., Los 
Angeles, and will retain an inter- 
est as a partner in Rogers & 
Kirsch, Los Angeles publicity or- 
ganization. 

Carl Olsen (RCN) has been ap- 
pointed advertising manager of 
Thomas J. Lipton Ltd., Toronto. 

Richard M. Hargrave (Army) 
has joined Strauchen & McKim, 
Cincinnati agency, as a member of 
its media research department. 

L. Carl Blanke (Army) has 
joined Booth Fisheries Corpora- 
tion, Chicago, as merchandising 
manager of its quick frozen foods 
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partment; Cpl. Philip Sharp 
(Army) has joined the copy de- 
partment, and Kenneth Sheldoy 
(AAF) has been named assistant 
research director, of Goldman & 
Gross, Chicago agency. 


Returns to ‘Esquire’ 

Lt. Col. Carl F. Hart (AAF) |} 
rejoined Esquire, Chicago, as ai- 
vertising sales representative. 

Lt. William R. Sokel (Navy) hs 
been named sales manager of De- 
Vry’s 35 mm. motion picture «:- 
vision, DeVry Corporation, Chi- 
cago. 

John Kelly (Army) and Joe 
Bumgarner (Army) have rejoined 
E. H. Brown Advertising Agency, 
Chicago, as account executives. 

Lt. Col. William A. Mayhew 
(AAF) has joined Armand § 
Weill Company, Buffalo, as direc- 
tor of radio. 

Comdr. John Squiers (Navy) 
has joined Willard Pictures, New 
York, as assistant general manager, 

Lt. Harold M. Newman (Army) 
has rejoined Grey Advertising 


(Army) has rejoined Food Serv-| division. Agency, New York, as assistant 
ices, Inc., New York, as vice-presi- S/Sgt. Norbert Gerstley (AAF),| account executive. i 
dent and general manager. has been named assistant produc- Lt. William Dau (Navy) has ag" 
William Doty Edouarde (Army) |tion manager; CPO Harry Strupel| joined Cole’s, Inc., Des Moines, as 
has rejoined Badger & Browning|(Navy) has joined the copy de-/| account executive. 
e a 
= 
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Fik Your Market 


IN DIESEL PROGRESS 


DIESEL PROGRESS is the one publication com- 
pletely covering 22 large and fast-growing Diesel 
markets. In each of these diversified fields, competi- 
tion is keen and will grow keener. The bulk of the 
business will go to manufacturers who keep their 
sales messages directly before the buyers in the great 
Diesel industry. You reach every known Diesel 
market through DIESEL PROGRESS. 


WHAT THE DIESEL INDUSTRY BUYS—Among 


INDUSTRIES SERVED BY DIESEL PROGRES 
INCLUDE THE FOLLOWING: 


AIR CONDITIONING PLANTS 
BUS COMPANIES 
CONSULTING ENGINEERS 


CONTRACTORS— 
ROAD AND GENERAL 


ENGINE MANUFACTURERS 
GOVERNMENT OFFICIALS 
DAIRIES 

GAS PLANTS 

INDUSTRIAL POWER USERS 
IRRIGATION PROJECTS 


342 Madison Ave. Wrigley Bldg Dispatch Bldg 
‘ : MPANIES 
the hundreds of items bought by Diesel manufac- pea we 
MERCHANDISE DISPLAYS WITH BEAUTY, FUNCTION AND Force ““/<fS Fe the following: MUNICIPALITIES 


Valves, gears, pinions, clutches, hydraulic control 
equipment, electric motors, gages, pyrometers, auto- 


NAVAL ARCHITECTS 
OIL DRILLING CONTRACTORS 


matic controls, cooling systems, towers, heat ex- QUARRIES 

changers, tubing, gaskets, generators, switch panels, RAILROADS 

breakers, fuses, filters, crank shafts and bearings of SHE Some Ot OFS ‘ 
5; 6 SHIPY ARDS 


all types, governors, machine tools, hand tools, dyna- 


DOOOOOOOOOOOOOOoOoOO OOWO 


TRACTOR USERS inlas 
mometers, fuel and lubricating oils, repair and TRUCK FLEET OPERATORS 
maintenance equipment, and hoisting equipment. UTILITY COMPANIES 
; a ‘Low 
When you want to sell the Diesel market, the one than trebled volume of advertising placed in IES 
sure medium for direct vertical coverage down PROGRESS within the past few years. To meet @ tails 
through the 22 specialized Diesel fields, is DIESEL stiffer competition of peacetime industry, place y 
PROGRESS. It brings the news of the fastest develop- advertising message in DIESEL PROGRESS fo: dit tian 
ing market in the heavy machinery field to buyers consideration by executive, engineering, sacs 4 
and owners of Diesels throughout the country. That buying personnel of this vast market. Act :0W 
manufacturers know its value is proved by the more reach these 22 rich buying fields! 
iS: 
so AFFILIATED PUBLICATIONS —_— ; 
“ ot, 
2 Sugar Reference Book 
Point-of-Purchase Displays “powered by” El Catalogo Azucarero op 
Display Guild accelerate sales through the El Mundo Azucarero 
use of good mechanics and design. Merchan- Diesel Engine Catalog ey 
dise displays are expertly planned and World Petroleum 
\ fabricated and include metal stands, cabi- Petroleo del Mundo © ntr 
nets, merchandisers and dispensers. Let us Petroleum World , 
help you plan your post-war displays now. he ] 
Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor + Business Exhibits | Edited and Published by Cover 
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Don’t miss out in California 5 


4) 
“ORS 
Lede EXPECT everything to grow fast in the Golden 
State. But look what’s happening in California’s great 
inland empire—the Billion Dollar Valley of the Bees. 
S 
Effective Buying Income has zoomed to 1% billions. 
— ‘low good is that? Twenty-one entire states have less. Re- 
fo meet | tail sales climbed to 876 million—nearly 300 million more 
y, place } — 
5 fo: digg =¢ an San Francisco’s.* 
g, sales 8 
=o Level your sales sights on California and you'll see 
‘iis: The Valley of the Bees is a separate and distinct mar- 
} t. You cam tell your story to most of these prosperous 
ople through the three McClatchy newspapers, because 
ey dominate in an area where 83 of all that EBI is con- 
© ntrated. Individually or as a trio, The Sacramento Bee, 
= he Modesto Bee and The Fresno Bee give you unmatched 
v ( verage. 


The Sacramento Bee 


BILLION DOLLAR VALLEY OF THE BEES 


The Modesto Bee The Fresno Bee 


Full Steam Ahead in the Valley 


All signs point to continued growth of income 
and spending here. Because in this thriving 
Valley prosperity has always come from basic 
enterprise. Farming, for example. Only five 
states have greater farm income than the Val- 
ley. Yet manufacturing and wholesaling each 
contribute more to the Valley’s EBI than does 
farming. And contributing most to productive 
advertising here are the three McClatchy news- 


papers. 


“Sales Management's 1945 Copyrighted Survey 


National representatives ... O'MARA & ORMSBEE, INC. 
New York « Los Angeles « Detroit »« Chicago « San Francisco 
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Th Ad ti . M k t Pi HELP WANTED | POSITIONS WANTED 
e vertising arKe ace-— ACCOUNT EXECUTIVE EDITOR ae 
UNUSUAL OPPORTUNITY The rates for this department are as follows: “Help Wanted,” “Positions payed ee Opportunity in a long es- Broad experience as editor of lead Man 1 
$ — Wanted,” “Representatives Wanted,” and “Representatives Available,” ta ) is ied small New York agency on| ing business paper. Full knowledg ount 
° 50 cents a line, minimum charge $2. Figure bold face heads 25 letters - ote pe I aegber basis. Agency is|of direction, planning, writing, pr so 
and spaces per line; light body face 34 per line. Box numbers add two Hr ge ete y equipped | for copy, art| duction. Available immediately. Jus amp] 
PROMOTION MAN lines. Terms cash with order. Forms close Tuesday noon preceding aa igen res Prefer a man who|released from Navy. Seeks positio ears 
publication date. Display advertisements take card ao Mi las , 1e ability _to get along with on progressive publication. Box 
We're looking for a man whose ential generally. All replies confi- poe he Pe fe hee a ie 30 W 
: , Thi ———— 00 E. Ohio St., Chicag ae 
sights are set for the future. This HELP WANTED HELP WANTED , Box 7967, ADVERTISING AGE seied - cars sient . SENS. 
Chicago business paper publisher - eg Sa ao ae 330 W. 42nd St., New York 18, N. Y.| Exp. gen. copywriter desires conne: ae 
wants a creative shirt-sleeve || Experienced layout man for Adver- Ahearn & Pubibehion EXPERIENCED COMMERCIAL|‘0n with established agency. <n ge it 
worker who can turn out factual || tising Agency in South America. Personnel MOTION PICTURE AND SLIDE- a, oe 7961, ADVERTISING AGE Space 
information for promotion pieces, | Satary approximately $175 monthly. | Placements of all types with lead- aed WRITER WANTED FOR TOP 100 E. Ohio St., Chicago 11, TIL. PRON 
, “ aaa Travel expenses paid if accepted. ing organizations. RACKET POSITION WITH LEAD- Box 
letters and business paper _copy | Must sign 3 year contract. Submit isS N. Wabash Ave., Chicago INDt STRIAL PRODUCER. PLEASE 30 W 
for the leading publication in its || samples. : : . STATE QUALIFICATIONS AND 30 
field We want a man who can M. Garcia Pena Smatl-Agency Job-With-A-Future. | EXPERIENCE, OUR ORGANIZA- Perso: 
. : Apartado Aereo 4248 Somewhere there is a young man—|TION KNOWS OF THIS AD. NYU 
work closely with our sales staff. 3ogota, Colombia, S. A. fortyish—who has ALL-ROUND Box 7955, ADVERTISING AGE single 
agency experience and a preference 100 FE. Ohio St., Chicago 11, Ill. PUBLIC RELATIONS 1,Ou © 
We want a good substantial || BOOKKEEPER—Young lady for for aan ag | life. hed such ears iS | SECRETARY—To | id ; — Box 
satel , . , : medium size Advertising Agency. ®n opening for realizing a full-life|\ eo —To Presiden of 30 W 
worker + 6 Plage fit well into a || arvelous opportunity. Phone, Rob-|future in a position with growing Michigan Avenue Advertising MAN WANTED “ee 
large publis ng company. ert Kahn, DELaware 5480, Chicago, compensations, Head of fully recog- |< we OUST Applicant preferred should A 
Il. nized agency looks forward to grad- have advertising agency experience. 
. : * . smite Phe . 2 eeks 
If this sounds interesting, write ual easement from responsibilities ty meg Kahn, DELaware La rge eastern manufacturer usy 
at once and you will be interviewed next few years. Controlled business : row NATELE LS ae A ‘ is pl 
meliaheiy. | Rak coneeien, St Se eo ti rite| Layout artist by well-rated Chicago wants a Director of Public Re- buyer 
y jfully, facts strictiy coniigential. _ advertising agency, five day wee . sravit 
M : . . 2 29 Box 7938, ADV ERTISING AGE _ | Name starting salary required uhepe lations to take command of e ion | 
Members of our organization ec anica |330 W. 42nd St., New York 18, N. Y. Box 7969, ADVERTISING AGE i d tully function rom 
know of this ad. ADVERTISING & PUBLISHING | 100 E. 42nd St., Ne , York | : y.|| well-manne y tunctioning 
ry : SING «& ASHING ) E. 42nd St., New York 18, N. Y. etter) 
* ALL TYPES OF POSITIONS TEnER EGY Wace e* 7 000 irts a 
Box oto Advertising Ave, 10 1/1 Production Job | oo "cmeyersacs ADE URE HanuAE™ || Cah cone fas @ seasoned omen | 1 Grit 
E. Ohio St., Chicago 11, Il. United States Creative layout talent and fashi 000 spot for a seasoned execu- prin’ 
GEORGE WILLIAMS—Personnel | minded pro _SeeRt Ame Saskion- Prefe} 
* _ . aman . production ability essential. . (3 
Wanted ae S. State St.. Har, 2063, Chicage| Fine opportunity for youns a tive between 35-45 who has had ww 
Assistant Art Dtrect under 32 with high standards, inter- “4 ° 
'4-A Agency located in the Middle pt ag growing responsibility and large corporation experience sat 
. . m |West has an opportunity for a lay- | S0Une@ uture, Prefer central-west 
CREATIVE AD-MAN Here are my qualifications: lout man experienced in doing visu- experience. With consider discharged possible es runner-up to a top- 
‘ als, finished kayouts and buying art] Veteran with proper prewar back- H H 
To eeite geld of penan de @ 8 years handling all phases | work. Write, giving outline of ex- nt gy The Mabley & Carew Com- flight Director. . . . Must know 
_ i ~ - sto yany, Cincinnati 2, Ohi ; 
play material for brewers. Ability of mechanical production with e "Box 7940, ADVERTISING AGE EXECUTIN ‘eee = relations and personnel, AC 
to create roagrams necessary. two large 4A agencies. | 100 E. Ohio St., Chicago 11, Tl. to train as superviso adv » ising - i i 
prog sary Pe ee SUE r advertising ouse-organ publishing, sales Ww 
Spring, Summer, Fall and Winter @ Most of those 8 yearsI was | Advertising Space Salesman Gepartment; good starting salary, . 7 
° : f d ti | e | lustrial ¢ 1 al . rapid increases; exceptional steno promotion advertising manage- ¥ 
pieces; food: or appetite appea fully responsible for complete || !ndustrial and metal trade publica-| good organizer, college graduate wie 
‘ H ° ‘ eo. 4 ast area. Mus ye eX- aimee - see RO 4 
subjects, pretty _ girls, outdoor mechanical routine on my as- perienced and a producer. Start $350 | Drowcrred, advertising or publishing ment .. . capable of advancing — 
sporting subjects; such as Hunt- signments to $400. Good future. ; experience helpful. Send photograph. + : syste 
ing, Fishing, Wild Life scenes, ¥ *° Bow tees ADVERTISING AGE | 396° W. oth AO Wee te a Gey || oP meneaomemt eteculive pape 
human interest, historical, back- @ 28 years of age, married, 100 E. Ohio St., Chicago 11, Il. : MB OB a BR group Give ALL important letin 
- . . cp Sek eCONT ATO ES , a as . 
bar valances, novelties, etc.; all to with one child. High class photographic studio spe- sUniNbes pean ES WANTED facts in | page let+ f iI ° with 
; i : cializing in color, advertising and], VV cSS PAPER REPRESENTA- : er, Tollowin i 
be produced by the lithographic e Honorable discharge re- fashion photography wants cultured TIVES WANTED for Merchandising, hi h ° . i 9 ie 
process. cently received from U. S. salesman with following in adver- eg 4d monthly in Ohio, Mich- whic interview will be ar- prete 
tising, fashion and industrial fields. | !8@", N.E. territories. Liberal com- . . curt 
we aS oper er. Army. Great possibilities for right man. “a eee craw. acts ranged. Replies treated =o pron 
ing tacilities and a top notch sales Will giv . Immediate minimum of $85 weekly | 4. 30X 7926, ADVERTISING AGE | i 
force. A great opportunity. Loca- | & seh wg igen to drawing account against commis- | 330 W. 42nd St., New York 18, N. Y. | fidence. — 
tion Chicago. Write your quali- answers e1 er from advertis- sion, plus expense account. o> ft ational building publication in | ws 
Sections ic detall | ing agencies or manufacturers’ oe 30X 1953, ADVERTISING AGE , | trade paper field desires representa- tools 
” | advertising departments 330 W. 42nd St., New York 18, N. ze in Michigan & Ohio. Box 6396 and 
’ PRTWSaIneg AN ,, Bex 7956, ADVERTISING AGE sos ing | 
Box 6397 | Box 6401 Wessieenk Gaenitee dee large | 330 W. 42nd St., New York 18, N. ¥ Advertising Age, 330 W. 42nd ing 
Advatidnn fae | pecan Age mail order house. Must know type REPRESENTATIVES AVAILABLE St., New York 18, N. Y. Bec 
100 E. Ohio St., Chicago II, Ill. 100 East Ohio St., Chicago 11, Ill. perience, education. and salary. , caeottauen aon we gd age a 
Box 7954, ADVERTISING AGE satin mat tit ahuaea? ico oient ee, 
M 2 i ~ é get its share? An alert REP- 
100 BE. Ohio St., Chicago 11, Ill RESENTATIVE f : — 
° LESSEN TS * for exclusive and| 
specialized MP ak ghen dg cage plus ag | 
gressive follow-up in this area will | en 
sae, ee” be productive and profitable. | Ww t d 
: ee Chie mw es AGE | ante 
©. Ohio St., Chicago 11, Il. 
¢ COPY THAT SELLS For consumer export maga- 
Powerful mail order ads; sales pro- H i i \ 
a : eae en ny pieces that get inquiries and | zine. $3000 while he trains, . 
. . : orders at low cost; general publicity | 1 0 
Delivers theListeners | and trade Baper copy that ostis mer, || Teeteee, eee ne prowuces. ' 
3 3 —, ba ge A skilled idea and Selling personality and drive essential. You 
in DUBUQUE - topetlight, agoncien” Giulct Tocrtion || Caaee Sunes Sroteerel sim. sem 
™ in a = Write today. sails “©: |) selling experience. Reading knowl- eg 
. al es A Box Rig i Fag 44 ERTISING AGE edge Spanish and export helpful. We pro 
lowas Fastest = WISCONSIN come Publication ee want a man worth training for even- JO! 
) 7 sae te wit teeta ms ee penne tual top executive advertising position. vete 
gts pening! 26 News- . . ° A 
‘ - = . paper & Agency exp. Prod. Graphic Send detailed biography with picture 
Growing City ocd oion | Arts Type—$70. to Box 6403 ADVERTISING AGE, 330 
sox 7958, ADVERTISING AGE W. 42nd St., New York 1 
: 330 W. 42nd St., New York 18, N.Y. ‘ pen oe, 
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| The Fast Growing | ‘SE 
| in New Orleans c 
| DUBUQUE Market | fas “ 
argesl rocery Chain ir 
; Dubuque is one important market where no outside station I 
; can offer adequate coverage. A recent Conlan survey shows J 
; that the highest rating outside station reaches only 13.3% we 
’ of the Dubuque audience. Dubuque is lowa’s fastest-grow- » PU 
: ing city with employment and spending now above any war- 0 | a if f | if E 
: “ time peak. To reach this market .. . to sell your product —— Pp 
nq .. you must advertise over WKBB, the leader with Dubuque | d 
# radio listeners morning. noon. and night. . 
" col 
is James D. Carpenter — Executive Vice President ro 
} Represented by Howard H. Wilson Co. _ 
\ 
. 


DU BUQUE NEW ORLEANS ~ i 


EPARTMENE OF LOYOLA UNIVERS! 
IOWA | 


_ The Greatest Selling Power in the South's Greatest Cit 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIAT 


Represented Nationally by The Kotz Agency, Inc. _—— 
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POSITIONS WANTED 
WRITER 

Wan handling national publicity ac- 
‘counts for 4A agency wants free- 
ance writing assignments — sales | 
amphiets, booklets, articles. Yen | 
ears top flight experience. | 
Box 7960, ADVERTISING AGE | 
30 W. 42nd St., New York 18, N. x. 
SENSATIONAL REPRESENTATION | 
for outstanding publication—trade 
r general. Top man for top cover- 


ge in pre Fe apa New York area. 
Space elling-Feature-Spot news- 
Photos. 


Box 7963, ADVERTISING AGE 
30 W. 42nd St., New York 18, N. ¥. 


Personality, Ideas, Ambition. Soph. 
NYU Night Advertising Student. 26, 
‘ingle Veteran, Limited Background. 
you open the door, I'll do the rest. 
Box 7965, ADVERTISING AGE 
30 W. 42nd St., New York 18, N. Y. 


~ Capable - Printing ‘Buyer, and 

Advertising Production Man. 
eeks better opportunity with a 
vusy firm. 20-year practical exper. 
is printer, advg.-prod. mgr. and 
buyer of printing, typography, en- 
sravings, ete. Can handle produc- 
ion of printed and newsp. adveg. 
rom copy to completion; knowl. of 
letterpress, offset and other graphic 
irts and sources; sense of quality in 
art, layout, typography, color and 
printing. Now with larger printer. 
Prefer Chicago, or live smaller city 


Salary not essential. Want a chance users in those fields. An expanded | 
to use my talents in a going organi-|,.— ~ f ae ill ffer d 
zation—agency or manufacturer— line of engines will be offered. 


and put sound selling into solid, Earl Severson, recently with the | Party sought must be young, able | Fast, air-mail service for agencies 
ete, ace Am in ‘ aan Ford parts and accessory depart- to sell and ambitious enough to work | and advertisers. Finest references. 
, “. ce rided Satventhes it KE ment, has been named head of the hard for a few years. Write Box Write! 
100. "Ohio St., Ciisaee 1a. til new division. Gove. Ravsetoing ty nay er 
Sa St., Chicago II, to arrange for an) LEX HOPPER 
AGENCY PRODUCTION MAN Pattison Named V P interview. ~~ Selma Ave., Hollywood 28, ean 
Capable, experienced. Has splendid npreciitg 


record preparing high-grade ads for R. B. Pattison has been ap- 
all types of publications for large, pointed vice-president and assist- 
national agency. Extensive working . : = 
knowledge of all phases of graphic ant general manager of J. J. Gib- 


arts. Available immediately. bons Ltd., Toronto. RESEARCH: To Find Out! wi ill Sell 25% interest 
Box 7964, ADVERTISING AGE pas po Giecheracé > Ginentier | in fully recognized and established AD- 
100 E. Ohio St., Chicago 11, Ill. ‘ . ’ e Psychologist-Doctorate, 1932 VERTISING AGENCY in the heart of 
 SCELLANBOLS _| ‘Pathfinder Appoints Available for Network, Agency or i, se To ~~ paces who can 
MISCELLANEOUS : otion Picture Compan e ee ace an ntri 
eerste wOUs _ — Arch L. Thiele, on the New Interested. in problem  solving— growth, ° GOLDEN OPPORTUNITY. for 
Sales-minded Copy of All Kinds; | York staff of Pathfinder since 1944 ‘ Not in Sales Promotion. | experienced person with $15,000. Answ 
, A ; > ; : ; Married, one child, eastern seaboard preferred P P $ eof 
Sheet eqnr gen Hgts M 4, oF ial.|has been appointed director of Box 6398 : | fully in strict cers: Box q 
ontact now for future. Bachmann, 
333 N. Michigan, Room 528, Chicago. sales development and merchan- | Advertising Age, 380 % ~ Street fore NY jee. 330 W. 42nd St., New 
Illinois. Phone’Franklin 7100. dising. ! —— 


51 
rosrmioxs WANTED __ Ford Sets Up New PUBLICATION | 
ia Pa ag ar ae ee oe Sales Division | PARTNER SOUGHT ES ae 
ae eg et ah Reel] hc diet og Boo gran acter] Concealed! 
| ec gae 4 eres packaged | setup, Ford Motor Company, De- publication with good circulation in| 


t yrs. Naval aviator; 2300 hours; | toit, has established a new indus- fast growing field. Require up to| Now in Hollywood, direct from 
command pilot, patrol bombers;| trial and marine division to handle $10,000 for expansion program and| big-league New York - Chicago 
just discharged. |sales of Ford engines and parts to willing to sell substantial interest to | agency. Dynamic, hard - selling 
man who can qualify. commercials with a new twist! 

Free-lance basis. 5¢ a word. 


within 150 miles. 
Box 7966, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED: 


ADVERTISING MANAGER 
WITH ORIGINAL IDEAS 


Young man under 35 to initiate and 
organize a complete new advertising 
system, capable of writing trade 
paper advertising copy, technical bul- 
letins and sales promotional material, 
with experience in Western Pennsyl- 
vania area; engineering background 
preferable but not essential. Our 
current expansion offers unusual 
promise for the future. We are a 
well-established firm, distributors of 
heavy earth moving equipment, power 
tools and machinery for coal mines 
and the lumber industry. Write stat- 
ing qualifications and experience. 


Beckwith Machinery Company 
6550 Hamilton Avenue 
Pittsburgh 6, Pa. 

Attn.: J. C. McShane 
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Hire a Veteran 
With a Future 
in Advertising 


You'll gain new sales blood 

. fresh creative slants .. . 
production ‘know how.’ Tap 
JOB HUNTER’S rich pool of 


veteran talent. 


COPY preferred. Experienced 
big agency time buying, radio 
research. Army Major, directed 
writing, producing technical 
manuals. 

Chicago. $5,000. JH-211. 

*PRODUCTION, art, or ad mgr. 
industrial. Rounded metal, food 
experience. Knows _ research, 
contest judging. Navy supply 
corps officer. 

East. $4,500. JH-212. 

*SPACE SALES, business paper. 
Experienced appliance, mer- 
chandising, sales promotion. 
Chicago. $3,500. JH-213. 

"RADIO PRODUCTION, writ- 
ing. Experienced announcer- 
producer, clear channel, regional. 
Los Angeles, New York. $6,500. 
JH-214. 

PUBLICITY, media promotion. 
Experienced Iowa dailies, farm 
papers. 6th Army correspon- 


dent. 
Seattle. $3,000. JH-215. 


cores of others . . . Skilled 
rofessionals, eager appren- 


ces, 


Write or phone 
JOB HUNTER 
today! 


1 FREE SERVICE of 


ADVERTISING AGE 
100 E. Ohio St. 
Chicago 11, Ill. 


egme: Si. S Ey 


RAYON 
by the mile is made in NASHVILLE 


Rayon—such as that in this gown—is produced in great Nashville mills—employing 
hundreds, who help make the miles and miles of rayon needed in many post-war prod- 
ucts .. . Rayon workers are among the more than one million prosperous people living 
in the Nashville area... And WSIX attracts this large audience of potential purchas- 
ers with the highest-rated programs of two networks . .. American and Mutual; gives 
excellent results at rates to fit your advertising budget. 


AMERICAN 
MUTUAL 
5000 Watts, 
980 K. C. 


: «ne O ennessee’s 


he NO ; Capital City 


NASHVILLE fifi == Tra TENNESSEE R _ 
Wi TT epresenre 


HHI S Eritlelt lize Nationally by 
en THE KATZ AGENCY, INC. 


WSIX gives you all three: 


Market, Coverage, Economy 
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Eversharp Ups Glatt 


Herman Glatt has been pro- 
moted from salesman to regional 
manager of the eastern region for 
Eversharp, Inc. He will maintain 
offices in the Empire State build- 
ing, New York. 


Publish ‘Dixie Digest’ 

A new publication, Dixie Digest, 
which “will attempt to bring into 
one magazine the collective plan- 


ning of various southern states,” 
will be published in High Point, 
N. C., by William Scott Moore, 
who will also be president. Emer- 
son Brewer, publisher of Medical 
World, will be managing editor, 
and Henry B. Mackey will be 
production manager. 


Whiz Appoints Olsen 


L. M. Olsen has been appointed 
general sales manager of Whiz 
Automotive division of R. M. Hol- 
lingshead, Camden, N. J. 


Outdoor Advertising 


in 


NEW ENGLAND 


BIRCH-BOSTON 


216 Tremont Street, Boston 16, Mass. 


CBS Survey Finds 
61% of Listeners 
Want News Shows 


New York, Jan. 30.— Contrary 
to widespread expectations that 
news broadcasts would no longer 
attract large audiences after the 
war, average listening to most im- 
portant news programs is higher 
today than it was a year ago. 

Paul W. White, CBS news di- 
rector, speaking recently at Ohio 
State University to the Council of 
Radio Journalism, backed up the 
foregoing statement with figures 
from a CBS survey, showing that 
61% of those queried wanted “no 
fewer news programs,” 30% want- 
ed fewer, and 9% had no opinion. 

Mr. White also quoted survey 
figures from a January newsletter 
of the Cooperative Analysis of 
Broadcasting, revealing that “65% 
of nighttime news programs and 
commentators on the air this year 
and last had an equal or higher 
CAB rating in December, 1945, 


than they had for the correspond- 
ing period of 1944.” 

Radio reporters in the postwar 
world will have a harder job than 
ever before, Mr. White thinks, be- 
cause they face “just plain fact- 
getting,” learning to tell a story 
in terms everybody can under- 
stand, and no censorship, which 
means relying on their own judg- 
ment. 


Will Edit ‘Televiser’ 

Judy Dupuy, formerly radio ed- 
itor of PM, New York ad-less 
daily, and prior to that special 
events and publicity director of 
WNEW, New York, has joined 
Televiser Magazine, video busi- 
ness publication, as editor. Miss 
Dupuy is author of the new book, 
“Television Show Business.” 


Rubberset Names Two 


Elwood M. Jones Jr., and Ray- 
mond A. Nash, both with Rubber- 
set Company, Newark, for several 
years, have been named vice- 
presidents of the company, as well 
as general sales and general fac- 
tory manager, respectively. 
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The man who reads Appular Mec 
page-flipper. He reads|carefully, thoroughly, 
because h¢’s hungry for the facts and ideas he 


_. . deliberdtely. He doesn’t want 

thing that fits his pattern for living. 

Included jin that pattern, naturally, are shave cream. . . shoes 
_. automobiles . . . cigarette lighters\. . . raincoats .\. . 
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There are 3)2 MILLION of these more httentive, more \ 
responsive, quicker-to-att Popular Mechanics readers— \ 


a lively, result-producing market for any\ 
product bought by men4 \ 


It pays to put Populah Mechanics on your schedule 
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_MEN BUY... 


* A new publishing idea was born 


in 1902 when H. H. Windsor, Sr. created 
Popular Mechanics. Published today by H. H. 
Windsor, Jr., it continues to serve men with 
the unusually creative, inquisitive, explor- 
ing, active mind we call... the P. M. Mind. 
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U.S. Advertising 
Changes Name to 
Ewell & Thurber 


Chicago, Jan. 29.—The 25-year- 
old United States Advertising Cor- 
poration on Feb. 1 will change its 
name to Ewell & Thurber Associ- 
ates, James C. Ewell, president, 


Hal H. Thurber 


James C. Ewell 


announced today. No changes in 
personnel or location of offices are 
indicated. 

The change in name is a con- 
tinuance of the policy put into 
effect five years ago by Ward M. 
Canaday, who founded the agency 
25 years ago in Toledo. At that 
time Mr. Canaday withdrew from 
active participation in the adver- 
tising business to become chair- 
man of Willys-Overland Motors, 
Inc., and Mr. Ewell joined the or- 
ganization as agency president. 
Financial backing for the newly 
named company will be provided 
by a continuing corporation known 
as Canaday, Ewell & Thurber, 
and Mr. Ewell joined the organi- 
zation as agency president. 

Hal H. Thurber, with the agency 
since July, 1945, as executive vice- 
president, continues in that capac- 
ity in charge of the company’s To- 
ledo office. The agency maintains 
complete staffs in its Toledo and 
Chicago offices, and operates ex- 
perimental kitchens in the Chicago 
office at 612 N. Michigan Ave. 
Associates in the new agency 
setup are: Frank M. Canaday, Leo 
S. Cohen, St. Clair Carver, Edwin 
M. Duzan, A. J. Engelhardt, A. W. 
Humfeld, Robert Lacey, James A. 
McPhail, Wells C. Nichols, Erwin 
W. Polkoske, Robert F. Smith, 
D. L. Switzer and George D. Welles 
Jr. Mary L. Wright and Barbara 
Matson are the agency’s home 
economists. 

Accounts handled by the agency 
include Wilson & Co., Wilson 
Sporting Goods Company, Chicago, 
Indianapolis & Louisville Railroad, 
and Juergens & Andersen, Chicago: 
Willys-Overland Motors, Inc., and 
Airway Electric Appliance Cor- 
poration, Toledo; Monroe Auto 
Equipment Company, Monroe, 
Mich., and Canute Company, Mil- 
waukee. 


Eljer Tells of New 
Ad Program in Folder 


Eljer Company, Ford City, Pa. 
manufacturer of plumbing fixtures 
is telling its dealers about 1946 
advertising plans via booklets con- 
taining a 22x28” folder. Advertisin: 
to the trade will include pages i: 
17 plumbing, heating, architec 
tural and engineering publication 
and catalogs. The consumer maga 
zines to be used include: America 
Home, Better Homes & Garden 
Business Week, House & Garde) 
House Beautiful and Time. Full 
& Smith & Ross, Cleveland, handl 
the account. 


Goodrich Ups Hoover 


John R. Hoover, since 1925 wi 
B. F. Goodrich Chemical Con 
pany, Cleveland, has been elect« 
vice-president in charge of foreis 
and domestic sales, also handlir 
|}advertising and promotion. All) 
|I. Brandt, former general sal 
manager of Goodrich’s rubb¢ 
chemicals, has been appointed 1 
a similar position for all chemic: 
|products sold domestically. 


Clark Names Froling 


L. E. Froling has been name 
sales promotion and advertisin; 
|manager of Clark Supply Com 
|! pany, Milwaukee. 
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Launch Attack 
fo Curb ‘Final’ 
Decisions of FIC 


Washington, Jan. 30.—A phalanx 
of industry attorneys today opened 
the fight for the Reece bill over- 
hauling court review powers over 
FTC decisions, with the charge 
that “in the enthusiasm of com- 
bat, FTC acts as any other com- 
batant, and wants to win.” 

A iwo-purpose bill, the Reece 
proposal, now before the House 
interstate commerce committee, 
would subject FTC orders to modi- 
fication in the Circuit Court of 
Appeal, and at the same time 
eliminate FTC authority to super- 
vise advertising for food, drugs 
and cosmetics. 

On the advertising issue, the 
battery of legal brains here open- 
ing testimony for the bill, agreed 
that the “experts” at the Food 
and Drug Administration should 
do the job in the interest of in- 
suring a single procedure and rule 
for both labels and advertising. 


Opinions Vary Widely 


So far as the court review is 
concerned, the legal minds range 
from those who would reopen the 
cases and allow entirely new trials 
in the district courts, to some who 
would be satisfied to permit re- 
view, on a broader base, only in 
the courts of appeals. 

Sylvester J. Liddy, attorney for 
the U. S. Trademark Association, 
said that “de novo” trial in the 
district court would be unneces- 
sary if the courts of appeal could 
modify or upset commission rul- 
ings which were not supported 
by the preponderance of the tes- 
timony. 

Charles E. Murphy, general 
counsel of the Advertising Federa- 
tion of America, and I. W. Digges, 
counsel of the Association of Na- 
tional Advertisers, supported the 
“preponderance” provision, Mr. 
Digges arguing that the commis- 
sion “has unlimited authority to 
pick and choose as to witnesses 
and as between experts.” 


Say ‘Accused’ May Suffer 


While the witnesses were care- 
ful to preface their remarks with 
reference to “the fine job the com- 
mission is doing,’ they were 
agreed that the role of complain- 
ant, prosecutor, judge and jury 
“worked out to the disadvantage 
of the accused.” 

Rep. Joseph P. O’Hara (R., 
Minn.), plugging for “de novo” 
review in the district courts, con- 
tendea that this safeguard would 


: a. 


CHICAGO 


> {OI0-ENGRAVERS 


not result in many appeals. 
When Johnson & Johnson’s vice- 
president Kenneth Perry agreed, 
volunteering that “the commis- 
sion is generally right, and most 
of these cases should never come 
to trial, anyway,” Rep. Benjamin 
J. Rabin (D., N. Y.) broke in to 
suggest that perhaps it was a mis- 
take to attempt to rewrite ad- 
ministrative law simply for FTC. 
“What we may need,’ Rep. 
Rabin said, “is something more 
general than this bill, providing 
safeguards from the actions of all 


administrative agencies.” Pre- 
viously, the committee had been 
reminded that an American Bar 
Association bill revamping admin- 
istrative law may soon be con- 
sidered by the Senate judiciary 
committee. 


Rule a Handicap 


When hearings adjourned today, 
FTC had yet to appear. Commis- 
sion members, however, feel the 
“preponderance” rule is unneces- 
sary, and a handicap. They con- 
tend their decisions are determined 


by “substantial” evidence, elimi- 
nating a mechanical weighing of 
testimony by quantity. 


Wallach to Whitehall 


Miles A. Wallach, formerly in 
the NBC research division, has 
joined Whitehall Pharmacal Com- 
pany, New York, as head of the 
advertising research department. 


Simonds Appoints Fuller 


Merle R. Fuller, formerly vice- 
president of Gardner Advertising 
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Company, St. Louis, has been 
placed in charge of the recently 
opened St. Louis office of Simonds 
& Simonds, Inc., Chicago agency. 


DEALER NEWS 


Weekly Automotive Trade Newspaper 
Covers the 11 Western States 
... Ist in California (rated 2nd in Retald 

Sales, lst in Auto Registry) 

. lst in Los Angeles County (rated 8rd ip 

Retail Market Area, list in Automotive 
Car Dealers, 


Market) 
. « » Ist to Service Stations, Aute 
Repair Services in 11 Western States 
Main Office — 1700 West 8th St., Los Angeles 14 
San Francisco (5), 690 Market St. (4) 


qed comune, 


offering you more than three million people who are America’s Best Customers 


ADVERTISING OFFICES « 


NEW YORK «+ CHICAGO + BOSTON 


f fl: Ana 


RGU. 


PHILADELPHIA + CLEVELAND « 


DETROIT - 


SAN FRANCISCO 
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NIAA Membership 
Asked to Submit 


Convention Title 


Chicago, Jan. 30.—The National 
Industrial Advertisers Association 
is going to its membership to ob- 
tain a slogan for the group’s 23rd 
annual meeting, scheduled for 
June 20-22 at the Hotel Claridge, 
Atlantic City, W. Lane Witt, NIAA 
president, announced today. 

In a letter to all NIAA members, 
Mr. Witt asked for slogan sug- 
gestions to be submitted before 
Feb. 15. The winning slogan will 
describe the theme that industrial 
advertisers must best follow in 
the reconversion and postwar 
period. A free registration ticket 


will be awarded the winner. 

Entries should be mailed to Mr. 
Witt at the association’s head- 
quarters, 100 E. Ohio St., Chi- 
cago 11. 


Elects Moorman 


Horace A. Moorman, associated 
with Sidener & Van Riper, Indian- 
apolis agency, for the past 21 
years, has been elected to its board 
of directors. He also retains his 
position as production manager. 
Robert C. Overmyer, recently re- 
leased from the Army, has been 
added to the agency’s copy staff. 


Two Rejoin Moog 


Hubert Moog Jr., recently re- 
leased from the Army and prior to 
that in the sales department of 
Moog Industries, St. Louis, has 


been elected treasurer of the com- 
pany. Butler Bushyhead has re- 
joined the company as sales pro- 
motion manager after having spent 
the past four years with the Fed- 
eral Bureau of Investigation. 


Video Promotion 


‘Good Buy’ Now, 
Institute Told 


Washington, Jan. 30.—As the 
FCC pondered the award of Wash- 
ington’s four television channels, 
local advertising men were as- 
sured at an all-day “Television 
Institute” today that video adver- 
tising will be a “good buy.” 

The fill-in on the current state 
of the television art came from 
men who are leading the tele- 
vision parade, and was absorbed 
by nearly 400 persons, responding 
to the invitation of Televisor 
Magazine and the Washington Ad- 
vertising Club. 

Soberly, the group heard FCC 


Twyman Resigns 


Kenneth B. Twyman has re- 
signed as vice-president in charge 
of sales of Liebmann Breweries, 
Brooklyn, to spend several months 
in Florida before turning to other, 
as yet unspecified, interests. No 
successor has been named. 


Pegler to Fairbanks 


Jack Pegler, former account ex- 
ecutive with the Biow Company, 
and Foote, Cone & Belding, has 
become New York representative 
for Jerry Fairbanks, Inc., com- 
mercial film organization. 


3 


The largest radio contract for program time ever 
placed by any Boston department store 

has just been signed by Jordan Marsh Company, 
New England's largest store, with WCOP, 

the Boston Cowles station. 


Boston's fastest-growing station will broadcast 
“THE NEWS DIGEST” under the Jordan Marsh 


banner daily except Sunday from 8:00 to 
8:15 AM and from 11:00 to 11:15 PM. 


THE NEWS DIGEST will meet the growing public 
demand for straight radio news, smoothly 
presented without editorializing, philosophizing 

or in any way slanting or influencing the news. 


WCOP's superb news set-up is factual 
reporting at its best. As the only Boston station 
with three wire services, AP, UP, and INS, 
and with its own staff of top-flight reporters 
and editors, WCOP operates one of the 
nation’s crack radio newsrooms. 


There are a few choice availabilities left, in news 
and other programs, Any Katz office 
will give full details. 


A Cowles Station 
Exclusive American Broadcasting Company 
Outlet in Boston 


Advertising Age, February 4, 1946 


Chairman Paul Porter, speaking 
“off the cuff,” insert a warning 
that “upstairs” television, which 


will provide the future nationwide 
service, is only in the experimenta 
stage. 


Public, Industry Share Costs 


Mr. Porter said that “‘pioneerin; 
costs must be borne by the public 
and industry alike.” He said “a 
substantial financial investmen: 
will be necessary to keep up wit! 
the parade.” 

For the advertiser, 
Paul Mowrey, television super- 
visor for ABC, said that costs 
should be only two to three time 
radio costs, while sales will be 
five to ten times greater. 

“For television,’ Mr. Mowrey 
said, “we will measure costs by 
sales per commercial, instead of 
number of listeners.” 

Mr. Mowrey conceded that cur. 
rent television cannot sell, since 
there are virtually no sets, but he 
said valuable experience can be 
had “for pins,” and the publicity 
involved makes it worth while 
“to get in now.” 


however, 


‘Cheap to Experiment Now’ 


“Television is complicated,” Mr. 
Mowrey said. “You can’t just go 
in and do a show. It is cheap to 
experiment now and build a good 
foundation.” 

Throughout the day speakers 
sought to demonstrate the claim 
of J. R. Poppele, president of the 
Television Broadcasters Associa- 
tion, that television is coming in 
“as a full grown baby” and “not 
|like the radio industry of the 
| 1920s.” 

Paul Raibourn, president of 
Television Productions, Inc., esti- 
mated that the public would buy 
five to 10 million sets a year, 
pointing out that sales of standard 
radios boomed in the 1920s when 
expenditures for radio program- 
ming were only a fraction of what 
|they are at present. 


Describes Gimbel’s Test 


One of the highlights of the 
session was a description by David 
Arons, publicity director, Gim- 
bel’s, Philadelphia, of a test of 
intra-store television. 

Although RCA television engi- 
neers knew nothing about the de- 
partment store business, and the 
store people knew nothing about 
television, Mr. Arons said, this 
“happy combination of ignorance” 
discovered that intra-store tele- 
vision may “become a substitute 
for interior display and open dem- 
onstrations.” 

If color television and larger 
screens are available, Mr. Arons 
said, Gimbel’s may be interested 
in devoting its interior display 
budget to intra-store video adver- 
tising. 


Troy Record Shifts 

Frank L. York, formerly treas- 
urer and business manager of Troy 
Record Company, Troy, N. Y., has 
been appointed treasurer and ge! 
eral manager of the compa\y. 
Chester E. Velie, office manager, 
succeeds Mr. York. J. Artiu 
Viger, local and national adv-r- 
tising manager, has been nan ec 
advertising director. 


To Blaine-Thompson 


Paramount Industries has p- 
pointed Blaine - Thompson C:m- 
pany, New York, to direct the .d- 
vertising of Totelite, new port: dl 
fluorescent light. Direct mail n¢ 
| business papers will be used ‘- 
|mediately. Consumer adverti 
|is scheduled for spring magaz 1° 


Y&R Advances Two 


George Dippy, a member of he 
merchandising department of 
Young & Rubicam, New York, 
two years, has been appoin &¢ 
manager of the department. ( 4! 
Schuster, with the agency for ‘he 
past year and formerly a part’ 
in the business research organ 
tion, Facts, Inc., has been nar ‘ 
manager of the new products d 
sion. 
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Weekly Research 


jureau Asks End 
‘9 Sales Battle 


Syracuse, N. Y., Jan. 29.—The 
‘eekly Newspaper Bureau, re- 
search organization affiliated with 
tie National Editorial Associa- 
on, appealed this week for an 
eid to the advertising represen- 
tation conflict between the Ameri- 
can Press Association and the 
Newspaper Advertising Service of 
the NEA (AA, Dec. 3). 

The appeal was made in a let- 
ter from Ed M. Anderson of Bre- 
vard, N. C., chairman of the bu- 
reau’s executive committee, sent 
to all weekly newspaper publish- 
ers. The letter declared that “it 
now seems apparent that there are 
to be at least two national repre- 
sentatives in the weekly field.” 

Accompanying Mr. Anderson’s 
letter was a brochure’ which 
prominently features the support 
voted the bureau’s research pro- 
gram by the American Association 
of Advertising Agencies. The 
brochure was captioned with a 
quotation from Herald Beckjor- 
dan, secretary of the weekly 
newspaper committee of the Four 
A’s, in which he said: “The 
weekly newspapers should _ go 
after ‘a larger piece of a larger 
advertising pie.’ ” 


Goal at $20,000,000 


The brochure set the goal for 
weekly newspaper advertising 
sales at $20,000,000 of the esti- 
mated national total of $2,000,- 
000,000, as compared with cur- 
rent estimates of $5,628,000 out 
of an annual advertising appro- 
priation of $1,407,000,000. This 
means that the weeklies, instead 
of receiving 5% of the annual 
advertising expenditures, would 
boost their “take” to 1% of the 
total. 

“On behalf of the Four A’s 
newspaper committee,” the bro- 
chure stated, “Mr. Beckjordan 
stressed the hope that all weekly 
publishers, whether represented 
by the American Press Association 
or Newspaper Advertising Serv- 
ice, would get behind the bureau 
as one impartial research organi- 
zation, representing ‘the entire 
weekly newspaper field.” 

The contro¥ersy over represen- 
tation for weeklies has been raging 
since the NEA in 1942 formed 
the Newspaper Advertising Serv- 
ice as a cooperative sales organi- 
zation for weeklies in a_ field 
hitherto dominated by the Ameri- 
can Press Association. The NAS 
operates on an 8.3% commission 
compared with APA’s 13%. 


Offers Separate Aid 


\PA’s position has been that 
the Weekly Newspaper Bureau is 
a promotional adjunct of NAS, 
and considering it as such APA 

not contributed to its sup- 
pot. Instead, it has told weekly 
puolishers that it will contribute 
$1)),000 out of commissions to a 
e-arch program either not affil- 
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iated with NAS or under a com- 
bined sales organization. 

The bureau’s financial goal for 
its research program is $50,000, 
but the full amount has not been 
raised. 


Take Case to Publishers 


APA has been consistent in its 
refusal to participate in WNB or 
to contribute to it. The brochure 
marks the beginning of an at- 
tempt on the part of the bureau 
to take its case directly to the 


publishers, using the Four 
support as its strong point. 
The position of the Four A’s that 
it will support any research car- 
ried out objectively and in ap- 
proved form, and the WNB study 
being carried out by the Adver- 
tising Research Foundation meets 
these requirements (AA, Dec. 24). 
Indications are that APA will 
promote the research being car- 
ried out by Vaughn Flannery and 
the American Weekly Publishers 
Council instead of WNB. Mr. 


A’s 


Flannery’s project seeks to rate 
all weekly newspapers using a 
yardstick in which papers will be 
rated as A, B, C or D within 
each state. Announcement of re- 
sults in one state now being 
studied is expected within two! 
weeks. 


Appoints Sherry 

Lee Sherry, previously eastern 
sales manager of Angelica Jacket 
Company, St. Louis, has been ap- 
pointed sales manager of Garden 


City Envelope Company, Chicago. 
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Group Elects Blalock 
E. J. Blalock, Ben E. Keith Com- 
pany, Fort Worth, Tex., has been 


elected president for 1946 of the 
United Fresh Fruit & Vegetable 


| Association, succeeding O. H. Mil- 


ler, Phoenix, Ariz. 


Joins F. & M. Schaefer 


Edward Urquhart has resigned 
from the public relations staff of 
Carrier Corporation, Syracuse, to 
join the F. & M. Schaefer Brewing 
Company, Brooklyn, as public re- 
lations director. 


News, Advertising. Readership Devoted 
to Building a Better Civilization 


Buy Space Tuar SELLS 


Mone Mlrncnannise 


Many advertisers have stated that, dollar for dol- 


lar invested, no medium produces more satisfactory 


returns than THE CHRISTIAN SCIENCE MONITOR. Why 


is the MONITOR so effective? Because this, their 


favorite newspaper, is eagerly and thoroughly read 


by youth, as well as men and women, of far better 


than average buying power. Furthermore, they have 


complete confidence in all goods and services adver- 


tised in the MONITOR. 


Branch Offices: New York, Chicago, 
Kansas City, San Francisco, 


Paris, London, Geneva, Sydney 


Detroit, Miami, 


Los Angeles, Seattle, 


The MONITOR MARKET can be reached with full 


effectiveness in only one way: through the pages of 


the MONITOR. For this reason, it is not surprising 


that this international daily newspaper is used as a 


primary medium by many of the country’s most suc- 


cessful advertisers. 


Ask our nearest office for full information about 


the MONITOR MARKET. — THE 


CHRISTIAN SCIENCE 


MONITOR, One, Norway Street, Boston 15, Mass. 
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Porter to Emery; 
Adds Two to Statf 


Porter Chemical Company, Hag- 


erstown, Md., maker of Chemcraft | 


and other educational and recrea- 
tional toys, has appointed Emery 
Advertising Company, Baltimore, 
to handle its advertising. Con- 
sumer advertising in youth, science 


|leased from the Army, has re-| 


|joined the agency as copywriter 
_and George Neilson has joined the 
| production department. 


‘O’Mealia Jr. Elected 

Harry O’Mealia Jr., recently re- 
\leased from the Army, has been 
|elected president of O’Mealia Out- 


and comic magazines, trade pub-| door Advertising Company, Jersey 
lications and store promotion ma-|City, a position which had been 


terial will be used. 


held by his father until the time 


Robert Highleyman, recently re-|of his death last year. 


The only discordant note in the 
paeans of praise which followed the 
appearance of the Seagram-Distil- 
lers Corporation advertising on 
“The Lost Weekend,” which made 
good public relations use of the 
experience of a dipsomaniac re- 
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You may find your answer to that perplexing question in special 
Issue No. 11 of The Rapid Way. 


It features a 22 by 17-inch chart demonstration of just what happens in 
the processes of duplication and reproduction when you release either 
electrotypes or mats to national newspapers. 


Another demonstration shows how national advertisements compete 
in appearance with local advertisements and editorial material and 
suggests what should be done about it. 


Naturally, we hope that, among other things, your study of these demon- 
strations will interest you in specifying “Rapid of Cincinnati” for 
quality duplication of your newspaper advertising by either electrotypes 


or mats. 


Write now for your copy of The Rapid Way No. 11. 


Te 


NEW YORK PLANT: 
Atlantic Blectro. & Stereo. Co. 


SAN FRANCISCO PLANT: 


Vanderbilt 6-3286, Teletype: NY 1-1323 


Rapid Electrotype Co.; Douglas 8427 


Re upid Execrroryre Co 


World’s Largest Advertising Plate and Mat Makers Specializing in 
Distribution Direct to National Newspapers and Local Dealers 


Main Plant: CINCINNATI 14, OHIO « Parkway 3577; Teletype: Ci 496 


DETROIT PLANT: 
Northern Electrotype Co. 
Madison 6780; Teletype: DE 91 


CHICAGO OFFICE: 


Rapid Electrotype Co.; Dearborn 2016 


oe pas 


PHILADELPHIA PLANT: 
Rapid Blectrotype. Co. 
Rittenhouse 5902 
ATLANTA OFFICE: 
Rapid Electrotype <o.; Walnut 8113 


corded in the film, came from 
some other leading members of the 
trade. They recalled that the orig- 
inal plan for the entire industry 
to sponsor some advertising based 
on the picture was turned down 
by Seagram, which went it alone 
when the cooperative idea was 
dropped. 
8 38 * 

Reports that the A. C. Nielsen 
Company would shortly initiate 
some new services to advertisers, 
supplementing the food, drug and 
liquor store index services now be- 
ing provided, along with the Niel- 
sen Radio Index, have had partial 
confirmation. The story is that the 
company has three new programs 
under consideration, and that de- 
tails will be worked out as soon 
as necessary preliminary investi- 
gation of technical problems has 
been completed. Last year the 
Nielsen company did the largest 
business in its history, retaining its 
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position as the biggest marketin:z 
research organization in the worl, 
ok * Bo 

William B. Curtis, whose deai, 
was reported in a recent issue :f 
ADVERTISING AGE, was identified <x 
a former business paper publishe :, 
Among his publications was tle 
old Advertising & Selling. Tile 
present publication of that nane 
was started as the Advertisii g 
| Fortnightly by the late M. C. Ro))- 
bins, who bought the name aftr 
the final collapse of the origin] 
AS. 
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Yuletide acceptance notwith- 
standing, Miles Laboratories, Eli- 
hart, Ind., is not going to market 
the soluble coffee it gives as 
Christmas gifts to a fortunate few 
The coffee was some the company 
had on hand after providing the 
Army with quantities of it during 
the war years. At one time Miles 
thought of entering the soluble 
coffee field, but at present, “and 
for some time, if ever,’ according 
to Wade Advertising, Chicago, the 
Miles people are not interested in 


|invading the market. 
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That new reporter must have taken the boss 


literally when he said The Buffalo Evening News* 


leaves no stone unturned to give 


ats readers complete news coverage.” 
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Wrigley Drops War 
Baby ‘Orbit, But 
Makes Spearmint 


(Continued from Page 1) 
explain the situation simply and 
effectively—when they can start 
selling Wrigley’s Spearmint again. 

Wrigley, it is estimated, has in- 
vested approximately $18,000,000 
in advertising since the war cut 
supplies and forced the company 
to curtail, then halt entirely, its 
production of regular gum for the 
civilian market and the armed 
forces. Except for small announce- 
ment ads in a brief Milwaukee 
test, none of these funds was 
spent on Orbit, the war baby 
made of less than top quality ma- 
terials and sold without benefit 


of any tie-in with the famous 
Wrigley name or brands. 

Although Wrigley’s Spearmint | 
will be made and relayed to re-| 
tailers before April 1, no time has | 
been set for reintroduction of the | 
company’s two other major stand- 
ard brands, Doublemint and Juicy 
Fruit. Wrigley and all other sugar | 
users are still operating under | 
quotas which limit production. | 
Whether there will be any in-| 
crease in sugar allotments for the | 
second quarter of 1946 has Bee, 
yet been revealed. 


Production Starts 


Wrigley’s Spearmint gum has 
been promoted almost exclusively 
via the company’s network radio | 
shows, car cards and outdoor ad- | 
vertising for the past two years. 
Current teaser cards and outdoor 
posters showing the empty Spear- | 
mint wrapper, a world globe and 
a huge question mark will be 
changed in February to give con- 
sumers the good news, “On its 
way to you.” 

The new illustration will show 
the wrapper turned the other way, 
with five sticks of Wrigley’s Spear- 
mint dropping into the package. | 
Car cards will add this brief copy: 
“Millions enjoy daily the satis- 
faction chewing gum gives you. 
To increase the available supply 
of this useful product, production | 
of Wrigley’s Spearmint gum 
getting under way.’ 

Wrigley will employ car cards | 
in practically all available mar- 
kets, as well as 24-sheet posters 
in all major cities, during the 
month. Radio will tie in with the 
“On its way to you” theme. 


is | 


| 
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Cleveland Sales 
old Up Despite 
onth-Old Strike 


Cleveland, Jan. 31.—Despite in- 
dustrial strife and the fact that 
Cleveland’s three metropolitan 
vspapers have been strikebound 
since Jan, 4, department store 
es have surpassed last year’s 
theater attendance has not 
changed perceptibly and few re- 
ailers have reported much loss 
trade from a_ goods-hungry 
lic, 
ie Cleveland News, Plain 
(‘er and Press are in dispute 
ve’ a $14.64 weekly wage increase 
‘en anded by union pressmen. 
torial, advertising, composing 
and other departments 
nheinwhile have been fully | 
Marned, although none of the | 
Pay rs has attempted to publish | 
ns during the strike. 
eign language newspapers | 
jumped in sales, and the| 
tian Science Monitor has sent | 
0 copies daily to Christian | 
itists, who have distributed | 
apers to newsstands for sale. 
Wall Street Journal reports it | 
a been swamped for subscrip- | 
this month. 


OVERTIME RULE 


Sa | 
’ 


icago, Jan. 29—Chicago| 
men have ended the “no} 
time” rule imposed _ three 


weeks ago in a wage dispute with; formation leading to the arrest of|to Fred Thrower, 


commercial printing companies. 
Wage negotiations have been re- 
sumed by union spokesmen and 
the printing firms. 


‘Times’ Asks Aid 
in Degnan Case 

Chicago, Jan. 31.—As a _ public 
service, the Chicago Times is 
sponsoring six panel posters in 
the neighborhood of the kidnap- 
murder of 6-year-old Suzanne 
Degnan, to appeal “to a person 
nearby who has valuable informa- 
tion on the Degnan case” to “tell 
what you saw and heard to the 
police immediately.” 

The appeal plays down the 
Times name, and does not men- 
tion the fact that the paper is 
offering a $15,000 reward for in- 


the murderer. The Times has 
also distributed 10,000 handbills 
in the same neighborhood to ask 
persons with information in the 
case to reveal it to the police. 


Names Gray V.P. 


Gordon Gray, general manager 
of KOIL, Omaha, and KFOR, Lin- 
coln, Neb., has been elected vice- 
president and director of the Cen- 
tral States Broadcasting Company 
and the Cornbelt Broadcasting 
Company. The board also named 
Melvin Drake, Lincoln manager 
for KFOR, a vice-president and 
director of the companies. 


Greig to Aid Thrower 
Humboldt J. Greig, former di- 
rector of business development for 
the American Broadcasting Com- 
pany, has been named assistant | 
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vice-president |& Coach Mfg. Company. Ronald 
in charge of sales for the net-|R. Monroe, president of Brill, will 
work. Replacing Mr. Greig will | continue in that capacity, probably 
be G. T. C. Fry, back with ABC| with Mr. Babcock as chairman. 


after service with the Marines. | 


Consolidated-Vultee 
Buys ACF-Brill 


Names Lyle Hosler 


| Lyle Hosler Adv ertising, Peoria, 
|Ill., has been appointed to handle 
: : ‘the national agricultural advertis- 
First entrance of a major air- ss 
craft producer into the field of | ing of Caterpillar Tractor Com 


: pany, Peoria, effective in March. 
| surface transportation was marked | y W. Ayer & Son will continue 
Jan. 30 by announcement of pur-|+, handle the remainder of the 
chase of controlling interest in| Caterpillar account. 

ACF-Brill Motors Company and 

its wholly-owned subsidiary, Hall- 
Scott Motor Car Company of 
Berkeley, Cal., by Consolidated- 
Vultee Aircraft Corporation. 

The deal, involving $7,500,000, 
| brings Irving B. Babcock, Consoli- 
|dated-Vultee chairman, back into 
| the motor bus and truck and trol- 
|ley business, where he was for 29 
years as president of Yellow Truck | 
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ST. JOSEPH NEWS-PRESS/ 
St. Joseph Gazette 


(A few suggestions on how to make the job of 
writing business paper advertising easier and 


more resultful) 


We don’t mean to belittle “ 


BUT... 


inspiration” 


Inspiration has to be nourished with basic raw material; 
particularly when it comes to writing good business paper 


advertising. 


Otherwise that rabbit you finally pull out of the hat may 
turn out to be a dead duck. 

The sure way to feed a creative brain is to “hit the road.” 
Talk to readers, customers, prospects. Find out something 
about their current problems and plans. 

Take a few days a month doing this. And plough your find- 
ings back into copy that you know will be read with enthu- 


siasm. 


Because copy based on field calls is sure to be tied to cur- 
rent conditions and needs. It rewards the reader by talking 


in terms of his interests... 


giving helpful suggestions instead 


of empty sales claims. And it rewards the copy man by giving 
him advertising that gets results. 
This isn’t a theory. It’s fact. And there are many case 


studies to prove it. 


“Hit the Road,” the newest A.B.P. booklet, has such case 
studies and outlines a technique for “copy-searching.” If you 
haven’t received this booklet, send the coupon now. It will 
be sent without charge —in the interest of helping you get 
more for your money in business paper advertising. 


SS ee oe 


ASSOCIATED 
wad BUSINESS PAPERS 
205 East 42nd Street, New York 17, N.Y. 


| 

| 

| 

| 

A national association of business publica- | 
tions devoted to increasing their usefulness 

to their subscribers and helping advertisers | 

get a bigger return on their investment. | 

| 

| 

| 

| 

| 

| 

| 


Please send me a free copy of ‘HIT THE ROAD” 
for Better Business Paper Advertising 


Name 
Company 
Title or Function 


Address 
ABP’s 
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Country's Heavy’ 
Building Backlog 
Hits $28 Billion 


Chicago, Jan. 29.—A backlog of 
$28 billion of proposed engineering 
projects has been built up, A. E. 
Paxton, publisher of Engineering 
News-Record and _ Construction 
Methods, said here today. 

Mr. Paxton told more than 1,000 
representatives of the heavy con- 
struction machinery industry at- 
tending the Associated Equipment 
Distributors’ 27th annual conven- 
tion that the huge amount is “the 
biggest backlog in the history of 
the country.” 

Emphasizing that the proposed 
work equals that of several years 
of previous peak production, he 
said that the capacity of the con- 
struction equipment industry can, 


“if left unhampered by 
catch up with demand by the end 
of the year.” 


Atlantic Region Leads 


Mr. Paxton gave the following 
sectional breakdown of proposed 
construction: 

Far West—$5,800,000,000 of con- 
struction on planning boards, com- 
pared with a war peak of $1;630,- 
000,000 and a peacetime peak of 
$470,000,000. 

Midwest — $5,050,000,000, com- 
pared with $1,590,000,000 war- 
time and $810,000,000 peacetime 
peaks. 

Middle Atlantic—$7,040,000,000, 
compared with $1,230,000,000 war- 
time and $1,660,000,000 peacetime. 

West of Mississippi—$6,300,000,- 
000, compared with $2,470,000,000 
wartime and $590,000,000 peace- 
time. 

South—$2,470,000,000, compared 
with $1,930,000,000 wartime and 
$450,000,000 peacetime. 

New England — $1,340,000,000, 


strikes | compared with $470,000,000 war- 
‘and materials shortages, probably|time and $270,000,000 peacetime. 


Urges Industrial Harmony 


Sen. Wayne L. Morse (R., Ore.), 
who also spoke at the convention, 
urged inviolable union contracts, 
majority rule for unions and 
“union books as open to inspec- 
tion as those of any corporation 
or business” as steps toward in- 
dustrial harmony. 

Urging voluntary arbitration, 
Sen. Morse said, “If the private 
enterprise system is going to be 
made to work, both employers and 
labor must make the voluntary 
system of collective bargaining 
work, even at the risk of making 
concessions and sacrificing preju- 
dices.” He assailed the ‘“fact- 
finding” approach to tne problem, 
asserting it is valueless because 
“the fact-finders find the facts they 
want to bring in.” 


Pointing out that American in-| 


dustry “is going to be in a stronger 
position with the public than labor 
will be,’ Sen. Morse said in- 
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DETERMINE THE OUTCOME 
OF THE GENERAL MOTORS STRIKE? 


renEveon 
* 


NO SIDES 


The Washington Committee to Aid the Families of General 
Motors Strikers Hax Been Organized lor This Purpose Alone 


PUBLIC RELATIONS ADS—Union and 
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‘To 


General Electric 
workers on strike 


Your G-E Life Insurance Plan 
will be kept in force for your protection’ 


FREE INSURANCE — Fre group f+ insurance you knee as Free lneur. 
ance—en which General Blectrie pay> al coste—will be contiousd by the Com 
pony tn tel Saves during 

ADDITIONAL INSURMANCE. ). Aw al 
te hoop this insurance iw force 

asked 10 pay your promive for hi par ind 

deductions will be resumed 

PAYMENT OF CLAIMS. 4) cai snning turing the wine wil he 


of proper evidence The, cannot be 


Seevted so (928 (hua mouranee pies Nav pent 6B0.578.100.00 
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GENERAL @ ELECTRIC 


management used this newspaper public 


| relations advertising during the General Motors and electrical workers’ strikes. 


dustrialists will make a mistake 
if they “fail to recognize the im- 
portance of maintaining the high 


Sy 


... and we're not referring to the writers, the 
photographers and editors, and all the other people 
who produce the Sun-Telegraph. We're talking about 
the families who spend six million dollars a year 
to have their favorite newspaper... the Sun- 
Telegraph . . . in their homes. 

We've watched them buy their newspaper at 


newsstands and in 


neighborhood stores, we've 


covered home delivery routes with carrier boys... 
we've literally seen a “cross-section” of Sun- 
Telegraph families. Yes, we've watched circulation 
circulate, and we’re genuinely happy 
to report that we're not different from 
the world itself. Sun-Telegraph fami- 
lies are simply made up of the Jones’ 


and the Smiths, the Van Houtens and 


Cue cudiomerg Aud own 


the Regans... they live in apartments and row 
houses—one family detached homes in the suburbs, 
and palatial places in the “country.” 

These families buy the Sun-Telegraph . . . spend 
$6,000,000 a year on it because it’s the kind of a 
newspaper they want and enjoy. These are the same 
families that spend tens of millions on everything 
that merchant or manufacturer offers for sale. And 
merchant or manufacturer can best reach—tell and 
sell them through the advertising columns of their 
favorite newspaper...the Pittsburgh Sun-Telegraph. 
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Sun-lelegraph 


HEARST ADVERTISING sep, 


CEs 


OFFICES IN PRINCIPALS @RINESH Hg 


purchasing power of American 
workers.” 

He declared that the segment of 
industry which thinks of labor as 
a commodity and believes a large 
pool of unemployed is essential 
under a private enterprise system 
is “selling industry short.” 


Business Advisory 
Council Members 
Are Appointed 


Washington, Jan. 30.—Secretary 
|of Commerce Henry Wallace an- 
nounced last week that G. H. 
Humphrey, president of M. A 
Hanna Company, Cleveland, has 
been elected chairman of the Busi- 
ness Advisory Council for 1946, 
succeeding Thomas B. McCabe. 

He also reported that Mason 
Britton, president, Metal Cutting 
Institute; Paul G. Hoffman, Stude- 
baker Corporation; Philip D. Reed, 
General Electric, and James W. 
Young, chairman of the Advertis- 
ing Council, were among a group 
of 10 elected to graduate member- 
ship on the council after five years’ 
service. 
| Vice-chairmen for the coming 
year are W. Gibson Carey Jr., 
president, Yale & Towne Mfg. 
Company; Marion B. Folsom, 
treasurer, Eastman Kodak; John 
L. Collyer, president, B. F. Good- 
rich, and Harrison Jones, chair- 
man of Coca-Cola. 

New members elected were J. T. 
Cecil, president, Interstate Hard- 
ware Company, Bristol, Tenn.-Va.; 
Jacob France, president, Mid-Con- 
tinent Oil, Baltimore; Henry F. 
Grady, president, American Presi- 
dent Lines, San Francisco; Robert 
E. Gross, president, Lockheed Air- 
craft, Burbank, Cal.; W. H. Harri- 
son, vice-president, AT&T: 
William E. Levis, chairma: 
Owens-Illinois Glass; A. Q. Pete: - 
son, Wesson Oil & Snowdrift Com - 
pany, New Orleans, and Walter 
Ringer, president, Foley Mf 
Company, Minneapolis. 


New Haven Resumes 
Ski Train Service 


One eastern railroad, the Ne 
York, New Haven & Hartfo : 
Railroad Company, has resum: ‘4 
ski train service out of New Yo « 
since ADVERTISING AGE canvass  < 
the industry earlier this year (A.\, 
Jan. 21). The New Haven is ru’- 
ning the “Snow Express” leavi's 
for a one-day excursion on Su: - 
days at 7:20 a.m. and returning ° 
Grand Central station at 9:42 p 

Before the war the railroad o - 
erated two one-day snow tral! > 
to the Berkshires and two wee 
end trains to points farther nor 


Benrus Back to Tarcher 


Benrus Watch Company, Ne 
York, on March 15 will transf' 
its advertising back to J. ! 
Tarcher & Co., New York, fro! 
Young & Rubicam, The accoun 
largely concentrated in radio tim 
signals, was previously handle 
by Tarcher, switched to Y&R ! 
March, 1945. 


\dverti 
Pep: 
Que 
for! 

New 
Compar 
tual ne 
Feb. 24. 
tin Rey 

,a qui 
cial sé 
people.’ 
work 0} 
tem wi 
7 p.m., 

Purp 
Walter 
Pepsi-C 
of the 
country 
in “cle 
each § 
come t 

Mr. 
nolds’ 
his OW 
compar 
has be 
field fe 
annour 

New: 
York, 


Spon 
nomic 
Close, 
by NB 
begin ; 
Feb. 
Saturd 

Accc 
Mr. C 
“to ch 
taxatic 
true / 
and 1 
Williai 


C 


Esqu 
changi 
can E 
gram 
when 
Page’ 
Cheste 
CST. 
Scott, 


Res! 
night 
“Thos 
Quake 
moves 

In i 
Unitec 
will s 
Show, 
Brewi 
will n 
from 
Motor 
Tuesd 


The 
Ruthr 
Drug- 
\ ork; 


om 


: irae : : ; ait Sh : "s ? 4 S ’ ! at qe = ie... * —— hese sn s : . o : ; x ° : 
: hur . . 
= | 
* 58 ; 
ee | pe a 
ae 
| _ y 
ie | WETAK, 
mn But we believe impartiahts aare not mran tndifiereuce to the sultering and starvation 1 
- | of immocent women and children. We believe that sumen and children stand oat , SOR meee meee meee eee Eee eee EeeeeeeeEEeesesene 
- sade the arena in which industrial disputes may legitimatels be settled They mart be \ 
= q - b - ~ e 
| ! Po 
| , 
YOUR CONTRIBUTION IS NEEDED! 
7 @ ha mew ommanitr elert call, ave closed to striket> lamule 
| © U nemaplos nem compensation tr aot available in most State- 
© Yorkers’ personal savings are fast running oot 
EVERY PENNY YOU GIVE GOES TO NEEDY STRIKERS’ FAMILIES 
pire eccle end ' sano YouR CONTRIBUTION NOW 
| pheno ye oo one "use THIS COUPON | 
Shc ee Teed Geen ete i we — ——- — —— 
~ = == —- — ie tem Ot " “ weit. Suse = rs . @ accom . 
| ee pete tees eee | 
re Sa P| 
4 == be 
” es A 
ba, 
le “Tag 
“a 
“ | 
a : ; | 
: : | 
; - ‘ee | 
* + g : b | 
ees f 4 (7 HM A Ss e ; | 
3 <> lt ee a 
2 a é ia ‘ (ees eo. aaa gt 
a — - - hee 
pis — : —_ i — . ai P ‘. 
nse . ee . | ae ‘ ee : ; a ; j 
si é a >. ° ne ie ee g 0, de 5 
‘ihe ey é Sith 4 . = i se fe ; ® e me & we % Pee ae : 
oe Ate is &¥ + aa) . i = E pare “3 .~ 
} ee ae ea a ae . ' ‘ me Of & Sau tt ae ‘ 
we Marr EP an math) 5 eR a Li ; cs 2 eS ; ee ce ie 
i Ae : eo eee : z 7% i ; Megs eet ‘ . ag ae at ; 
eee . ' el ote ie a i ie : i — : 
al asi eg a ey ‘se tel, 3 “a4 rs Ss a Sia Se 3 i | & Ae a Bid oe s % ye a = ee yee - é ' 
eee, Sa e 5.” on ee) ease er J } ae Of ae eet. oo. i Be Se Y : ' s 
: oe eae Mees Pr rae a $ ; RN 2 - 4 pa 
a _ * MG /_ >. Ae oY an ; 
me _™, uae Ee a a ee “ o ak ee 4 ‘ a , = % K 
: ae fees paca e 3 : . ‘ at le : ais’. ee a a an 2 
r as = 7 | we sa i d we ." ee a: oo. oa Ee ed 
‘ . r he ‘ - la ae * .- - : % _.. ||| Cee ; eee is a 
; : 2 Sees: 5 \ oo ee ge eee ‘ “ Oe i Par ee _ _— tek ce . es ee 
“ . . i ad ey f Re og is yes 5 ott Bun =: age B85 he hee mee Sh ce ge 2, 
. ‘ es Tg Pia + se a ee 4 — “ So ao ‘gaa ee : 
a Ps ee Wok. i ie.” Ff : ae i. ale - 
ee Ss a : RR Ses £ ce ay See ch eee xa a Ye ‘S EY Se oS es "4 ant ie f 
. < : Za S —— oe? i ie , ee i YY <_— ek all : . ’ ee ‘% 
os ‘ ‘ 2 sae ee rs, Ba all On \e — .* ms — c ea ei j f 4 ke é 
a comeeeen 2 Ate a ig ~ id ~ ‘ea - a j j 4 
' £ I = “4 eo et i y ae —— < “a a 4 7 
: a s ¥ P ee ‘ i ie \ e Se e ; 2 . J j a : d % Es. 3 : 
" ay . | ee cl a ‘ oe pe Rui A ie = : “ 4 A 
a Bi eS ea EA "ae oa a ~on p zz F 4 4 j 
m ; * a . rhe “ . a al ty _ ~ seit 4 3 be ‘ 4 4 ‘ 
> on , a si 4 — Y % a. ae a a A 
a 5 \ wr ‘omupennennossncnsnonsenste on 3 & a ‘o 
‘a ss .. sotgaciciieschucttatocat ie - P32 Fn = 
ues ninety - |. siguiiititien: lil 
“a ee Se sane . hs ona sie i : é 4 ‘ 
a eel “ee ‘ oa ce oy Sameer: ee emai nntt i 3 ees f > % 
: a a one : 6 ‘ es Sem : ¥ 
: Ss — ae Nin Rigo ke eee Reena a ; 
. mi ee D ecceene neo. ae lia ecu eee Ee ee re a 
& Rel igeessetts ae ~ aa Pere a ak Sk, oN i ous 9. idee 3 rox : 
= ss 
CE & 
‘ate ie SS, <F> “Bis 
sie Ly 
ees A 7 : 
ae pin . ait 
a and a newspaper, too e 
* ~ , : 
FE : 
ee * * ° tA » F “ ; 
i ms, atte day. 
A y r to be 
pei * spot <« 
Ww 
i Them 
<<. See 
pi 
Let \¢ 
2, ae 
ae | , 
Ill., b 
‘ | 
Fadl | : is 
oa | 
ia | ay 
Bt | 
_—— 
; | | 
fOr | 
hz U/ 
| 
| Po 
| 4 18) 
| 
j 
| 
a | | 
| $ 
Y 
RE ALLY B >. 
PRESENTED NATION || | . 
. " 


194 


on’ 


ublic 


rikes. 


rican 


nt of 
Or as 
large 
ential 
ystem 


ry 
rs 


ae. 
4 has 
Busi- 
1946, 
ibe. 

Iason 
utting 
stude- 
Reed, 
2s W. 
‘ertis- 
group 
mber- 
years’ 


oming 
Me A 

Mfg. 
9lsom, 

John 
Good- 
chair- 


ae 
Hard- 
1.-Va.; 
|-Con- 
ry F. 
Presi- 
Robert 
d Air- 
Harr!- 
LT &T: 
irman, 
Peter - 
Com- 
ter M 
Mf 


ler 

, Ne 
ransf' 
a. } 
, fro 
ccoun 
o tim 
andle 
T&R 1 


\dvertising Age, February 4, 1946 


Pepsi-Cola Signs 
Quentin Reynolds 
for Network Show 


New York, Jan. 31.—Pepsi-Cola 
Company will launch its first Mu- 
tual network program since 1942, 
Feb. 24, with sponsorship of Quen- 
iin Reynolds, war correspondent, 

1 a quarter-hour series “as a spe- 
cial service for the American 
people.” The full 289-station net- 
work of Mutual Broadcasting Sys- 
tem will be used Sunday, 6:45 to 
7 p.m., EST. 

Purpose of the program, said 
Walter S. Mack Jr., president of 
Pepsi-Cola, will be to present one 
of the important issues facing the 
country each week to aid people 
in “clarifying their opinions on 
each subject, and help them to 
come to decisions.” 

Mr. Mack said that Mr. Rey- 
nolds’ opinions will be “entirely 
his own and not censored by the 
company.” To date, Pepsi-Cola 
has been best known in the radio 
field for its “hit-the-spot’ jingle 
announcements, 

Newell-Emmett Company, New 
York, is the agency. 


Close Back on. MBS 
Sponsored by the National Eco- 


nomic Council, New York, Upton | 
Close, radio commentator dropped | 


by NBC in 1944 (AA, Jan. 28), will 
begin a new quarter-hour program 
Feb. 2 over 59 MBS. stations, 
Saturday, 6:45-7 p.m., CST. 
According to his new 
Mr. Close’s opinion will be aired 
“to check the growth of public 
taxation and as a rallying to the 
true American principles of life 
and living.” Agency is Roche, 
Williams & Cleary, Chicago. 


Change ‘Coronet’ Show 


Esquire Publications, Chicago, is 


changing the format of its Ameri-| 


can Broadcasting Company pro- 
when it replaces “Coronet Front 
Page” with 
Chester Morrison,” 
CST. Agency 
Scott, Chicago. 


Shuffle CBS Shows 


Reshuffling by CBS of its Friday | 
night shows will take place when | 
sponsored by | 
Quaker Oats Company, Chicago, | 


“Those Websters,” 


moves to MBS on March 3. 


In its place at 8:30-9 p.m., CST, | 
Boston, | 
will sponsor its “Durante - Moore | 
Show,” now heard at 9 p.m. Pabst 
Milwaukee, 
will move its “Danny Kaye Show” 
and Ford | 
Motor Company will move its) 


United Drug Company, 


Brewing Company, 
from 9:30 to 9 p.m., 


Tuesday, 9-9:30 p.m. show into, 
the 9:30 p.m., CST, spot on Fri-. 
day. Several sponsors are said | 
to be bidding for the 9-9:30 p.m. | 
spot on CBS Tuesdays. 

The agencies: Quaker Oats— 
Ruthrauff & Ryan, Chicago; United | 
Drug—N. W. Ayer & Son, New 
York; Pabst — Warwick & Legler, | 
New York, and Ford—J. Walter | 

ompson Company, Detroit. 


Cole Show on MBS 


H. C. Cole Company, Chester, | 
l\.. begins sponsorship Feb. 23 of | 
a 15-minute program, Saturdays, | 
9: '0-9:45 a.m., CST, over the Mu- | 
tual Broadcasting System’s south 


sponsor, | 


gram with the show of Feb. 4,| 


“Coronet Presenting | 
9:55-10 p.m., | 
is Schwimmer & | 

| 


and southeast network. The show, 
featuring Smilin’ Ed McConnell, 
will originate from KHJ, Los An- 


geles outlet of MBS. It will pro- 
mote Omega flour. J. Walter 
Thompson Company, Hollywood, 


is the agency. The contract is for 
52 weeks. 


Starts Starkist Contest 


The Starkist Company, San An- 
tonio, has begun a new type of 
contest program for its toothpaste 
and toothpowder, using 64 spot 
stations throughout the country. 
The new show, “The Starkist 
Treasure Chest,’ awards prizes 
such as combination radio sets, 
watches and bicycles to entrants 
who best complete the sentence, 
“I’m glad I’m an American be- 
cause .. .” in 23 words or less. 
The show is’ heard Mondays 
through Fridays in quarter-hour 
periods between 4:30 and 6 p.m. 
The new contract marks the ninth 
consecutive year of radio advertis- 


ing for the company. Pitluk Ad- 
vertising Company, San Antonio, 
handles the account. 


Jantzen Maps Campaign 
Jantzen Knitting Mills, Port- 


land, Ore., will launch a full- 
color campaign, beginning with 
May issues of Harper’s Bazaar, 


Mademoiselle and Vogue, to pro- 
mote a new collection of exclusive 
beach clothes designed by Louella 
Ballerino of California. With the 
signing of Mrs. Ballerino, Jantzen 
opens a new division for beach 
clothes, and inaugurates a new 
policy in merchandising—to pro- 
mote sun-and-swim clothes on an 
all-year business. Botsford, Con- 
stantine & Gardner, Portland and 
New York, is the agency. 


*. ‘ . 7 
Split ‘American Exporter 
To expand its industrial cover- 
age of overseas markets, Ameri- 
can Exporter, New York, has be- 
gun separate publication of Amer- 
ican Exporter—lIndustrial, an out- 


growth of the industrial supple- 
ment published for the past five 
years. The circulation to import- 
ers and industry overseas is 35,000 
copies a month. 


Clark Candy Cancels 


D. L. Clark Candy Company, 
Pittsburgh, after Feb. 17 will dis- 
continue sponsorship of the ‘‘“Mary 
Small Revue” on 174 stations of 
the American Broadcasting Com- 
pany, when the current contract 
ceases. The program is heard 
Sunday, 4:30-5 p.m., EST. Agency 
is Batten, Barton, Durstine & Os- 
born, New York. 


WIBW Files with FCC 
for 500,000 Watts 


WIBW, Topeka, Kam, has filed 
an application with the FCC for 
500,000 watts power on a 540 kilo- 
cycle band. The station’s present 
power is 5,000 watts on a fre- 
quency of 580 kc. 

“The chief objective we have 
in mind is to make radio available 


59 


|to a wide agricultural area which 
|has not hitherto enjoyed it,’ Ben 
| Ludy, general manager, explained. 
|\“This proposed power boost will 
not only tremendously enlarge the 
{reception area of the station, but 
will provide a signal of steady 
jintensity throughout sections 
'which have never been granted 
complete dependable _ reception 
service.” 


Hodges Joins Colton 
| Robert M. Hodges, formerly with 
Young & Rubicam and J. M. 
Mathes, Inc., New York, has joined 
the copy staff of Wendell P. Col- 
ton Company, New York. 


POINT OF SALE DISPLAYS 


Plaster-Compo, Hydrocal or Papier 
Mache. Designed, Modeled, Finished. 


506 S. Wells St. 
Chicago 7 


Har. 5504 


““Back only 2 months... but 
he’s almost ready to head 


up this work”’ 


plete plants in TORONTO - MONTREAL - WINNIPEG 


Your “‘second start’’ in your business book that will 
career can be of tremendous — and 
lasting — importance. Plan it wisely. 
Many returned service people have 
found Hammermill’s idea-book, 
‘*‘Pathway to Executive Success,”’ the 
practical, stimulating blueprint 
they’ve needed. No printed sermon 


of good advice, it is a “show how” 


Based on “‘ca 


coupon below 


Should you be handling a more responsible job? 


job, see it in relation to the company’s 
broader needs, direct yourself intel- 
ligently ... help you plan each day’s 
work so it will lead toward the better 
job on the next rung of the ladder. 


it will work for you. Just send the 


help you size up your 


se histories’”’ of others, 


for your free copy. 


SEND FOR THIS 
FREE BOOK! 


When it comes to choosing paper for letterheads and forms, it’s best to rely on the 
paper MADE for business use. With your copy of ‘‘Pathway’’ we’ll include the sample 
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aes 


BOND | 
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Companion papers for office use include 


PELE LTS 5S Ap GORA SES ie 6 i 
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4 book of new Hammermill Bond which shows how it has been improved since war’s end. 


LOOK FOR THE WATERMARK ...IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company, 1459 East Lake Road, Erie, Pa 


| Please send me—free— ‘Pathway to Executive Success,”’ and 


include the sample book of new Hammermill Bond. 


Name. 


Position — 


Please attach to, or write on, your 
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CAB Will Pick 
Group to Study 
‘Future Status’ 


(Continued from Page 1) 


opposed to the organization, be- 
cause of increased fees and dupli- 
cation of service by CAB, Hooper 
and A. C. Nielsen Company. 

A. W. Lehman, president of 
CAB, told ADVERTISING AGE, how- 
ever, that never in its 15 years 
“has a member withdrawn due to 
an increase in membership dues.” 

He revealed that the organiza- 
tion’s membership is now 160, or 
more than double the figure it 
had when the 81l-cities interview- 
ing plan was announced in Feb- 
ruary, 1944. 

CAB claims “more advertiser 
and agency members than all 
other rating services combined.” 


The breakdown is: 51 advertisers, 
67 agencies, five networks, and 37 
from other groups. In 1945, 35% 
of the organization’s revenue came 
from networks, 61% from adver- 
tisers and agencies, and 4% from 
other groups. 

C. E. Hooper, Inc., on the other 
hand, told ApDvERTISING AGE that 
it now has 357 regular subscribers. 
Of these 245 are stations and 112 
—lumped together—are advertis- 
ers, agencies, talent agents and 
networks. Of Hooper’s $800,000 
revenue in 1945, approximately 
51% came from the stations and 
49% from the others. Since CAB 
adopted the “coincidental” method 
of interviewing two years ago, 
Hooper is said to have had an 80% 
increase in volume. 


Hooper Decries CAB Method 


Hooper recently pointed out 
that, “if the industry is having 
more difficulty with CAB than 
ever before, it is because the CAB 
method is more shot through with 
more irreconcilable factors (in- 


flationary questions, deflationary 
tabulation, inflationary city selec- 
tion) than ever before.’”’ Hooper 
found it “difficult to conclude what 
useful function the CAB rating 
performs.” 


CAB Defends Policies 


Hooper intends either to absorb 
CAB or to see that its functions 
are transferred to some other field 
of radio analysis, ADVERTISING AGE 
was told. CAB, on the other hand 
—without going into details—said 
that its board “has taken no ac- 
tion which would merge private 
research groups and CAB... As 
radio’s only cooperative audience 
research service, CAB has con- 
stantly thought, with its equal 
representation for advertiser, 
agency and medium of radio, to 
establish a validated standard for 
measuring radio audiences.” 

In contrast with the vigorous 
efforts of Hooper, CAB is plan- 
ning “no advertising or sales pro- 
motion campaign.” It will ‘“‘con- 
tinue its policy” of adequately in- 


forming members of its services 
and activities. 

Launched by the Association of 
National Advertisers, CAB later 
was jointly backed by the ANA 
and American Association of Ad- 
vertising Agencies. In 1945 execu- 
tives of the American, Columbia, 
Mutual and National networks also 
became members of its board of 
governors. The ANA and Four 
A’s are said to be in favor of its 
continuous expansion, but heads 
of these associations have made 
no comment on it. 

Frederic R. Gamble, president of 
the Four A’s, said merely that his 
organization “favors the spirit of 
cooperative research” and CAB, 
but he would not discuss its fu- 
ture. 


Extra Service at Same Cost 


Hooper announced this month 
improvements in its Pocket Piece, 
daytime and evening Hooperat- 
ings, audience composition and 
sponsor identification, “fat no in- 
crease in rates.’”’ Mr. Hooper said 
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Minnesota Poll 


How do Minnesotans 
brush their teeth ? 


MINNESOTA POLL* investigates dentifrice 
preferences among state’s 735,000 families. 


WHY THEY LIKE WHAT THEY USE 
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TOOTH 
PASTE 


49% 


Largest percentage like tooth 
paste because it’s ‘‘less messy.” 


PREFERENCE BY AGE GROUP 


21 years 30 years 40 years 50 years 60 years Over 60 


60% 
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TOOTH 
POWDE 


29% 


Largest percentage like tooth 
powder because it ‘cleans better.” 


40% 
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LIQUID 
DENTIFRI 


6% 


c. 


and ‘“‘tastes better.” 


Largest percentage like liquid 
dentifrice because it’s‘“‘lessmessy”’ 


30%) . 


SALT 


10% 


because it’s ‘‘cheaper’’ 
*“*handier.” 


} Largest percentage like salt 
and it’s 


20% 


cause some people use more than one dentifrice. 
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that his organization had been d; - 
veloping these for some time ar 4 
had decided to introduce then 
“before the CAB doubled its rate.” 

CAB then countered by listir 
advances in service since its ex- 
pansion program began in April, 
1944. These plans were covered 
in ADVERTISING AGE, Nov. 5. They 


ga 


include plans for ratings for 
smaller cities, in addition to the 
present 81, for rural areas and 


non-telephone homes; a 70% ex- 
pansion in number of ratings, 
share-of-audience and sets-in-use 
figures, and a grand rating service. 

Hooper will add sets-in-use fiz- 
ures to the Pocket Piece. Its day- 
time interviewing schedule is be- 
ing changed. The 10:30 to 11 p.m. 
period will be Hooperated On co- 
incidental interviews in the first 
week of each month. Hooper will 
determine how many men, women 
and children were “actually listen- 
ing” to a program, and will pro- 
vide subscribers with four “spon- 
sor identification” and four “audi- 
ence composition” reports annu- 
ally. 


Universal C.I.T. 
Maps Auto Credit 
Plans for 1946 


New York, Jan. 30.—Following 
a sales meeting of top executives 
of Universal C.I.T. Credit Cor- 
poration in Chicago recently, the 
company’s plans for making avail- 
able instalment credit on auto- 
motive purchases were completed 
for 1946, with advertising concen- 
trated in dealer media. The com- 
pany is still considering whether 
to appeal to the public in its com- 
petition with the banks and insur- 
ance agents (AA, Jan. 14). 

Copy in automotive busigess pa- 
pers, through Fuller & Smith & 
Ross, Inc., has been expanded to 
include spreads emphasizing the 
new copy theme, “The Helpful 
Hand of Universal C.I.T.” 

The general approach of Uni- 
versal C.I.T. is still primarily to 
the dealer, with heavy emphasis 
in the dealer campaign being 
placed on service rather than price. 
Through its 300-odd branches, the 
company is now lining up and con- 
tacting dealers with its credit plan. 

The company’s home moderniza- 
tion division, which has more than 
250 agents operating exclusively 
on appliance and home moderniza- 
tion financing, is expected to com- 
plete its promotional plans late in 
March. The parent company’s in- 
stitutional campaign in national 
Magazines will be continued in 
1946. 


Arnold Named Director 
of Commerce Office 


Commerce Secretary Henry 
Wallace sought to strengthen his 
new Commerce Department ex- 
ecutive staff last week with te 
appointment of Laurence F. A’- 
nold, former Illinois Congressm:n, 
as acting director of the new of! ‘e 
of small business. 

Recently acting executive hed 
of the now-defunct Smaller Var 
Plants Corporation, Mr. Arnolc is 
joining Commerce at a time w! en 
its $168,000,000 budget for 194’ 1s 
under fire, with small busim°ss 
|plans particularly in question. “1. 
| Arnold served three terms in C n- 
gress beginning in 1936. For 22 
years he had been in the wh: & 
sale hay and grain business, « 1¢ 
served as president of the Peo} 
Bank of Newton, III. 


Promotes Cunningham 
to Eastern Ad Manager 


William Cunningham, with ». - 
Call’s since 1941 in charge of t © 
New York state territory, has be " 
appointed eastern advertis) £ 
manager. During 1945 he was 


loan from the organization to wo 


|with WPB in Washington as 
consultant to the printing a! 
| publishing division. 
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Survey Shows 77% 
of Women Buy 
in Single Store 


Chicago, Jan. 29.—Seventy- 
seven per cent of women purchase 
the bulk of their food require- 
ments in one store, slightly favor- 
ing the supermarket over the 
neighborhood grocery for grocer- 
ics, staples and canned goods, and 
735% prefer self-service, according 
to a study made by Home Makers 
Guild of America for Owens-Illi- 
nois Glass Company, Toledo. 

A technicolor movie preview 
showing results of the survey— 
which was conducted to find out 
the way the housewife plans her 
purchases, how often she goes 
marketing for staple supplies, 
what days and where she prefers 
to shop, and the kind of service 
she would like to have available 
—was shown here last week and 
simultaneously in New York, 
Washington and San Francisco. 


Friday Shopping Day 


The survey showed that for 
meats, the neighborhood grocery 
is the housewife’s first choice, 
with the specialty meat market 
next. For fresh fruit and vege- 
tables, the supermarket is her first 
choice. 

Friday is the day the city house- 


wife prefers to do her shopping, 
whereas the rural housewife pre- | 
fers Saturday. It was pointed out) 
that despite “specials” offered, the | 
housewife still prefers to do her) 
shopping on weekends. Thursday | 
was preferred by 41% as the day 
they like to prepare their grocery 
lists, and 59% said they refer to 
advertisements in preparing these 
lists. 

Carry-out help from all stores 
was preferred by 30% of the wom- 
cn, While 63% in urban centers 
and 43% in rural areas indicated 
a willingness to pay a charge for) 
delivery. | 


Model Kitchen 
Attracts Crowds 


Chicago, Jan. 29.—Keen interest 
in a model kitchen was demon-| 
strated again this week as more! 
than 300 food industry representa- 
tives, home appliance and equip-| 
ment makers and_e advertising| 
agency executives viewed the pri- 
vate showing of such a postwar 
model. 

The demonstration was con- 
ducted at the Furniture Mart by 
Better Homes & Gardens, whose 
model kitchen is the result of two} 
years’ research on the needs of 
an adequate kitchen and on the 
grudges which housewives have 
against present day setups. The 
kitchen actually designed and 
built by the magazine was intro- 
duced in its October, 1945, issue 
and at the same time was given 
a public showing by B. Altman, | 
New York department store. Many 
women who visited the Altman 
display wanted to buy the model | 
as is—and get it home in a hurry | 
for immediate use. 
_ The model kitchen, demonstrat- | 
ing to American housewives how | 
vetier planning can bring every | 
kit-hen job under finger-tip con-| 
trol, also was shown here this! 
month during the housewares and 
urniture shows. Details were ex-| 
planed by Myrna Johnston, food | 
dior who directed months of re- | 
‘ea'ch and experiment to develop 
the display, and John Normile, 
arc iteet editor of the publication | 

Was consultant on design. 
e kitchen features planned 
ng areas, with all food sup- 
and utensils handy; a salad 
Da arrangement near the refrig- | 
fre or, close to the sink; rooms 
assembly line serving of big) 
ers; space for everything 
her led near the range, and storage 
Spece which is a streamlined ver- 
of the old fashioned pantry. 


J. B. KERROTT 


Shreveport, La., Jan. 30.—J. B. 
Kerrott, veteran advertising man, 
died here today. He retired from 
advertising agency work seven 
years ago, moving to Shreveport 
from Little Rock, Ark. 

Mr. Kerrott had been associated 
with Mallory, Mitchell, Faust ad- 
vertising agency (now (Mitchell- 
Faust), the Charles F. W. Nichols 
Company, H. W. Kastor & Sons 
Advertising Company, and 
Reincke-Ellis-Younggreen & Finn 
(now Reincke, Meyer & Finn), all 
of Chicago. 


WILLIAM M. GARDNER 

Pittsburgh, Jan. 29.—William, M. 
Gardner, 45, chairman of the board, 
Gardner Displays Company, and 
president of Toyad Corporation, 
Walker-Curley Lumber Company 
and Goal Realty Company, died 
Jan. 16 in an airplane crash near 
Chesire, Conn. 

Mr. Gardner, a showcard writer 
and sign painter, formed the Gard- 


ner Sign Company 28 years ago. 
He was one of the first neon sign 
makers. Renaming .the company 
Gardner Displays, he built many 
exhibits at the New York World’s 
Fair and Golden Gate Exposition. 


AUGUST H. DOMEDION 

Buffalo, N. Y., Jan. 29.—August 
H. Domedion, 59, veteran advertis- 
ing man, died Jan. 19 at Sisters 
Hospital after a long illness. He 
was local advertising manager of 
the Buffalo Courier and Buffalo 
Courier-Express for 12 years. He 
then became associated with the 
Buffalo Broadcasting Corporation 
and later organized his own ad- 
vertising agency. 


JOHN A. KERSHAW 

New Rochelle, N. Y., Jan. 29.— 
John Arthur Kershaw, 74, for the 
past 40 years eastern manager of 
Technical Publishing Company, 
Chicago, publisher of Power Plant 
Engineering, died recently at his 
home here after a long illness. At 


various times in his advertising 
career, Mr. Kershaw was with 
the Hill Publishing Company, 
editor of Selling magazine, and 
contributing editor to Printers’ 
Ink. 


HAROLD E. HENDRICK 
Somers, N..Y., Jan. 29.—Harold 
E. Hendrick, 41, space buyer for 
McCann-Erickson, New York, died 
at his home here Jan. 26. Before 
joining McCann-Erickson, Mr. 
Hendrick had been with Compton 
Advertising, New York. 


REX F. STARK 

Des Moines, la., Jan. 30.—Rex 
F. Stark, 48, sales promotion man- 
ager of the Meredith Publishing 
Company, died here Wednesday 
of a cerebral hemorrhage. 


CHARLES R. LONG 


Chester, Pa., Jan. 29.—Charles | 


R. Long, 73, former editor and 
publisher of the Chester Times, 
and one of the founders of the 
Pennsylvania Newspaper Publish- 


61 


ers Association, died. yesterday at 
his home here. Mr. Long was at 
one time publisher of the Times, 
Trenton, N. J., and was _ part 
owner of the Herald, Passaic, N. J. 


ERNIE KLAPPENBACH 


Tulsa, Jan, 29.—Ernie Klappen- 
bach, advertising manager and 
vice-president of the Oil & Gas 
Journal, died suddenly here 
Jan. 26. 


Primfit Appoints 

Primfit Textile Company, Cin- 
cinnati, maker of men’s hosiery, 
has appointed Bermingham, 
Castleman & Pierce, New York, to 
handle its account. 


THE LETTER SHOP, Inc. 
431 S. Dearborn St., Chicago 5, Illineis 
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Grayde 


Spartan Medium* 


HUXLEY VERTICAL 


Lydian Cursive 
Bernhard Modern 


and Italic 


shown above. 


ion magazine. 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


single page showings of individual 
faces including complete alpho- 
bets can be obtained upon re- 
quest on your letterhead. Special 


attention is invited to the faces 


* used in type format of preview, 


arnold constable’s quarterly fash- 


do influence 


catalog, is an 


as an entity in which pic-_ 


customers 


“catalogs are commonplace... preview, our 
actual fashion magazine, in 
photos, make-up, and 


typography . . . conceived 


ture, layout, and type all 


tell the same tale... our 


customers may not know garamond from 


bodoni, but they are as sensitive to the mood 


of type as to the flux of fashion” 


harold d. 


advertising director + arnold constable 


samuels 


* new york 
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DO YOU KNOW THIS MAN? 


If you don’t, it’s not surprising. He has always preferred anonymity. Yet men will—it’s in FORTUNE .. . Catching the true spirit of the man and the 


... “overnight, he can get the backing of 30,000 effective men, many in high citizen,“* Grenville Clark, Statesman Incognito” is an example of FORTUNE’s 


‘ 

position.” aah hag ROG going behind the news to find the operating facts of Business Civilization. ‘ 

This man is the country’s least known public servant. Yet, FORTUNE Because FORTUNE tells the story of Grenville Clark, his work is no _ 

credits him with having done more to prepare the U. S. for war than any other longer anonymous . . . at least among U. S. Men of Management. This is a = 
: 


individual. More consistently than any other American, he has fought—in and typical result of the FORTUNE process of enlightenment that works through 


¥ 


out of war—for World Government. its editorial and advertising pages with equal effectiveness. For the product 


The story of Grenville Clark is told for the first eventful time in the Feb- advertised in FORTUNE also drops all anonymity—and at once commands ; 
ruary FORTUNE. No management man should miss it. Few management the attention of the nation’s most influential industrial buyers. 
, —the magazine of management—is a study of business for the enlightenment of 
management men. 85% of FORTUNE’ s 188,000 subscribers are management men— 
and survey after survey shows that advertising in FORTUNE reaches management 
more certainly, more effectively, and more economically than in any other magazine. 
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Advertising Age, February 4, 1946 


Hf PHOTOGRAPHIC 
EVIEW OF 
HE WEEK 


LIFE BEGINS AT—Two of the youngest 
top executives in the U. S.—their com- 
bined ages equal 63—-talk over the al- 
lied jobs. James -A. Linen Ill, left, 
age 33, was recently appointed pub- 
lisher of Time, and Andrew Heiskell, 
age 30. has just taken over as publisher 
of Life. 
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JAP ‘MERCHANDISING GOES WEST—This scene in the children's section 
of a large Tokyo department store indicates a Western trend, with American 
styles displayed on Occidental dummies. 


néuce 


FEATURES JINGLES—Glenmore Dis- 

tilleries Co.'s 1946 magazine campaign 

features short poems, each written for 

the specific ad and tying in with the 

major illustration. D'Arcy Advertising 
Co., St. Louis, is the agency. 


DEALERS 


IMPRINT 


OPTIMISTIC—The first Dodge outdoor poster of '46 sounds a somewhat op- 
timistic note in view of the industry's current labor and steel procurement 
troubles. The showing, for more than 1.600 dealers throughout the country, 


totals 5,528 boards, and is prepared by Ross Roy, Inc., Detroit. 


LIGHTER SIDE—Chatting at the annual National Conference of Business Paper 

Editors, held Jan. || in Washington, are, left to right: John R. Thompson, vice- 

president, Maclean-Hunter Publishing Co.; Edward G. Gavin, editor of the 

America Builder; M. A. Williamson, publisher, Chemical & Metallurgical Engi- 

neering; Kingsley Rice, publisher, Power Plant Engineering, and Paul Wooton, 
President of the editors’ group. 


b z 
* Ke 3 Ax % * 5 ne 
a % sd > . sf ee 
a ES es ~N os i. ‘ Ah 3 * 
Poss dx ¥ ; e a 
ie ie ee ‘ Ss 
e Ha Lal ee Poe. mae’ 
‘i : 
i : \. FANS EY 
« —. 4 : 
¢ = 
7 $ - 7 
7 * * 
y . — $ ao ‘ oe: 
o_o @ q es 


= 


MILE OF NEON—This new spectacular, with electric letters five stories high, 

will appear on New York's Broadway soon for Maryland Pharmaceutical Co.'s 

Rem. Douglas Leigh, creator of the sign, reports that the 50-ft. letters are 

the biggest advertising copy of any product in the world. Also used are a 

mile of neon tubing, 60,000 square feet of galvanized iron, and more than 
three miles of cable. 
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ST IN NEW SERIES—Piper Aircraft Corp., Lock Haven, Pa., starts an 

& anded campaign this month with four-color pages in national weeklies, farm 

aviation magazines, (AA, Jan. 28). Hutchins Advertising Co., Rochester, 
N. Y., handles the account. 


QUARTERLY QUORUM—Members of the American Broadcasting Co's stations advisory committee gather for the regular 

quarterly meeting with network executives. Seated, left to right, are: W. C. Bochman, WCOS, Columbia, S. C.; W. Dun- 

can Pyle, KVOD, Denver; Roger Clipp, WFIL, Philadelphia; Edward J. Noble, chairman of the board of ABC; H. Allen 

Campbell, WXYZ, Detroit, chairman of the committee; C. T. Hagman, WTCN, Minneapolis; Mark Woods, president of ABC; 

Harold Hough, KGKO, Fort Worth-Dallas, and Jack Gross, KFMB, San Diego, Cal. Standing, left to right, are: ABC Vice- 

Presidents Keith Kiggins, John H. Norton Jr., C. Nicholas Priaulx, Earl E. Anderson, Robert Kintner, Adrian Samish and 
Fred Thrower. 
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— MON] TO 7 
SETS THE PACE FOR MONITOR—This full-color spread is the first national magazine advertisement for the home appliance 


HOME APPLIANCES 
line of Monitor Equipment Corp., New York. The illustration, heading and text play up the "Boy in the 7-League Boots,” 
who forms the Monitor symbol appearing in the advertiser's logotype. 
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It is 1842. In a bleak ware- 
house in Amsterdam, a thin, 
poorly-clad clerk pores over 
a book. Hunger gnaws at his 
stomach but an even greater 
hunger lies in his heart... 
a hunger for knowledge. 


In every spare waking moment, the young Heinrich 
Schliemann reads. Half of his meager earnings go into books 
and study. He is preparing himself for a great moment. Some- 
day he will prove to the world that Homer’s story of the 
fabulous city of Troy is no myth. Someday he will discover 
Troy and the treasures of King Priam. 


For twenty years, while he amasses the fortune that will 
enable him to carry out his great project, Schliemann con- 
tinues also to enrich his mind with reading. Then, in 1863, 
he begins to liquidate the business which has made him a 
famous merchant. Troy must wait no longer. 


For three weary, heart-breaking years Schliemann digs by 
the shores of the Hellespont. The scholars ridicule this un- 
scientific amateur whose only guide is his unshakeable faith 
in what he has read in Homer. Even if Troy did exist, they 
laugh, Schliemann is not digging in the right place. 


But, in June 1873, the “amateur,” with his wife Sophia, 
suddenly spies a gleam of gold shining faintly above the base 
of a towering wall of stone and earth. Quickly, he dismisses 
his workers. Then, with a big knife, he hacks into the cliff. 


Into the light of day emerge the golden treasures of a 
civilization buried by disaster thousands of years before. One 
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Diadems and necklaces, rings and chains, eardrops, heart-shaped plaques, buttons, needles, goblets — hundreds of 
golden articles buried for thousands of years were unearthed by Heinrich Schliemann and his wife. 


of the greatest archaeological discoveries of all time lies be- 
fore the man who has devoted most of a lifetime to unearth it. 


Reading — Mover of Mountains 


In reading, Heinrich Schliemann, great archaeologist, found 
the inspiration and faith that literally moved mountains and 
kept him steadfast in the face of heart-breaking hardship and 
ridicule. 

Just as the discovery of Troy vindicated Schliemann’s faith 
in his reading, so progress has borne out the editorial fore- 
sight of The American Weekly. Such articles, for instance, as 
those on atoms “Power Enough in a Glass of Water to Drive 
an Ocean Liner” in The American Weekly of May 25, 1924 
and on jet propulsion as far back as 1932 indicate the editorial 
imagination and breadth of content of The American Weekly. 


In this wealth and variety of subject matter lies the reason 
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for the tremendous popularity and influence of this great 
magazine. For The American Weekly, which is distributed 
through a group of great Sunday newspapers from coast to 
coast, scans all of life for its compelling, informative features. 
Here is reading at its vivid, varied best—intriguing stories of 
the lives and loves of man. . . of joy and heartbreak . . . cour- 
age and fear... hope and despair. Here are the developments 
of art... history ... medicine . . . religion . . . science. Here 
is the chronicle of progress—written so clearly, so simply 
that all can read and understand. 


The American Weekly brings these vast and exciting real- 
ities of life to men, women and young people in more than 
8,000,000 homes from coast to coast. 


The manufacturer who associates his product or his 


company’s name with this influence is tying in with the 
greatest force known in advertising. 


MERICAN 


\\/EEKLY 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. Y. 


BRANCH OFFICES: 5 Winthrop Sq., Boston 10 + Arcade Bidg., St. Lowis 1 + Hearst Bldg., Chicage 6 + 101 Marietta St., Atlanta 3 
Hanna Bidg., Cleveland 15 + General Motors Bldg., Detroit 2 + Edison Bldg., Los Amgeles 13 + Hearst Bldg., Sam Francisco 3 
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